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ee ae MASTER PRINTERS PLAN SALES DRIVE 


Advertiser's 
Weekly = 


SURVEY 


ORGAN OF BRIiTIisSH ADVERTISING 


JOHN BULTS 
600,000 


housewife readers 


FRESH DETAILS of the important JOHN BULL market are given in a 

new Odhams Commodity Report, now available. 

Summarising the results of a recent survey, this report re-emphasises the 

tremendous influence exerted by this great family magazine on the mass 
Gecciecnne purchase of branded commodities. Study the facts it contains. 


-++ which brands are most Remember too, that space in JOUN BULL costs less than in any other mass- 
popular? ...how much is i 


spent on them? These are sale general weekly; that JOHN BULL offers intense and sustained 
Jacts you must know, and re ae x a T metrati » hette ' 
ihuw ane ene onaiidte. reader interest...extended life ...strong penetration among the better-off 
Send for the latest Odhams wage carners...and you have every reason to include JOHN BULL in 
report. Evenif your product : xt advertisi shedule 

a ad Gaal wate your next advertising schedule. 

ground information is of 

interest. 


LATEST A.B.C. NET SALE—1,029,069 copies weekly. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LID., 96 LONG ACRE, LONDON, W.C.2 
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ADVERTISER'S WEEKLY 


Bevan and the 
. 
public pulse 

Sirn,—The so-called fighting 
replies, verbal or written, by P. L. 
Stobo, Cyrus Ducker and others 
in “defence” of advertising seem 
to have obscured the principal 
purpose of the Convention. 
Surely our aim on such occasions 
should be to. stimulate our 
thoughts and lift them on to a 
higher plane? We should not seek 
merely a “good press” nor gloss 
over our shortcomings merely to 
obtain a few cheap paragraphs of 
self praise. ‘What is the use of 
speeches which utter weary plati- 
tudes concerning the material 
functions of advertising? Practi- 
cally every man and woman in 
commerce whose business or 
trade can be benefited by adver- 
tising in the material sense is well 
aware of the fact and needs no 
selling. 

But what of the huge, untapped 
market of people who think per- 
haps a little more deeply and who 
have personal scruples and ideals 
and complexes which prevent 
them from harnessing the vast 
force of advertising to help their 
own particular calling. It is to 
these that we should appeal and it 
is they who will react to speeches 
like those of Dr. Sangster. 

It is patently absurd and quite 
unfair of Mr. Stobo to imply that 
Mr, Bevan and Dr. Sangster were 
there to “insult and injure.” Both 
leavened their criticism with some 
generous praise particularly 
the latter and both gave us 
some heart-searching on perfectly 
legitimate grounds. Of course 
professional speakers of their 
skill will hit the headlines, but we 
should not be afraid of the fact, 
rather setting out to improve the 
standards of our business after 
hearing their criticisms and ignor 
ing, when necessary, the destruc- 
tive words which are sometimes 
made in ignorance or, as in the 


GRAFTON WORKS 
GUiliver 


To The Editor.. 


case of Mr. Bevan, because of 
deep-seated political principles. 
Even Mr, Bevan had his finger: 
more on the public pulse than 
some of the nearsighted advertis- 
ing men who sneered at his re- 
marks on sponsored television, If 
the advertising fraternity plunges 
into sponsored television with 
loud yelps of joy at another 
method of increasing profits, it 
will be making quite certain that 
the scrupulous prospective adver- 
users will not Come near us. 

In one other major respect, | 
feel the suggestions made to the 
organisers Of next year’s Confer- 
ence have been on the wrong 
lines, It is no use expecting a vast 
convention of over 800 people to 
get down to the intimate prob- 
lems of advertising agencies un- 
less very much smaller groups are 
organised for this purpose. | pro 
pose, therefore, that technical 
sessions might be organised on 
the basis of discussion groups, 
each one of which would be de- 
voted to one particular subject so 
that the delegates could choose to 
attend one Or more and meet in 
a small private room others who 


THIS WEEK 


An outspoken contributor pro- 
tests against the way the Control 
of Advertisement Regulations 
are used to repress the outdoor 
industry—page 386. 


NEXT WEEK 
Closed circuit TV for 
promotion. 


sales 


were interested in just that one 
subject. Progress might then be 
made and recommendations could 
be passed in the form of simple 
resolutions. You will never get 
that sort of progress from a vast 
number of delegates all seated 
together, 

What chance was there for me, 
for instance, as a director of one 
of the smaller advertising agen- 
cies, to seek the organised help of 
the Advertising Association as 
I have attempted to do in the past 

for bringing overpowering 
pressure to bear upon a very big 
and wealthy publishing firm, one 
of whose magazines is black 
legging the advertising business 
by running its advertising at net 
rates without commission? 

My company lost an account 
fairly recently through the client 
refusing to pay the 10 per cent 
service charge which we had to 
impose on him, and on three 
other clients, for using this net 
rate publication. In the case of 


EEE DTI BRI Ran 


_ we 


the dissatisfied client, approxi- 
mately one third of his turnover 
was devoted to this Magazine and 
we have always Deen scrupulously 
fair in advising him, and ail other 
advertisers in this paruucuwar 
trade, that the magazine was an 
excellent one as regards its 
readership and pull. Ihe pub- 
lishers, nowever, eXpect us to 
work for nothing, preparing copy, 
layouts, biocks and giving the tuil 
services of an advertising agent 
to help them earn their livelihood 
without granting us the orthodox 
terms. In this case the client left 
us and advertised direct so as to 
save his 10 per cent, 

What a valuable job an adver 
tising conference would be doing 
if it toOK up a case like that and 
used the tuil force of its authority 
with the Newspaper Proprietors 
Association or any other body 
which might be the ultimate 
authority. But reforms like that 
could only come from_ highly 
specialised discussion groups and 
not trom major sessions. 

In conclusion, therefore, may | 
plead for continued self criticism, 
the raising of our ideals, the pre- 
serving Of our sense of values (an 
excellent point of Mr. Bevan's) 
and the practical progress which 
can oniy emanate from the 
Conference if all fears of vested 
interests are ignored and a litte 
moral courage shown. 

PATRICK BACON. 
Joint Managing Director, 
Arthur Knight Co.. Ltd. 


Why advertising 
must answer back 


Sirk,—It is indeed encouraging 
to see that the Miles Thomas Re- 
port inciudes firm recom 
mendations on “promoting public 
confidence jin advertising.” A 
public relations campaign cannet 
commence too soon, 

At the Eastbourne Conference, 
Ancurin Bevan's “feelings” to 
wards advertising were promin- 
ently featured in the press. It 
may be impossible to estimate 
how much harm this did to our 
industry, but it was a nasty blow 
at a tume when we should have 
becn on the attack. 

A few days later, we turn on 
the radio and hear Dr, Fisher 
telling the Institute of Directors 
that advertising “persuades people 
to buy things they do not want” 
and “convinces the public that 
luxuries are necessities.” 
shudder to think how many 
lions of people listening to the 
radio at that moment felt that 
advertising might be a social evil. 


some 


mil- 


GY. A. Shankland Ld. 
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QUALITY 


If advertising is to answer back, 
it had better do so quickly. Is it 
so very difficult to show the 
general public that advertising 
encourages mass sales and thus 
keeps down the cost of produc- 
tion? For an “unknown” it 
might be a problem, But if a pub- 
lic figure like Aneurin Bevan or 
Bob Hope put over some of the 
true economic facts, then the 
public would pause to listen, 

D. W. SAUNDERS. 
Advertising Department, 
Fort Dunlop. 


Filming Britain’s 
shop window 


Sir, —It was recently announced 
in the press that the management 
of the British Industries Fair had 
decided only to grant film com- 
panies facilities on the under- 
standing that they were repre- 
sented by a single cameraman 
with a hand camera. 

This is surely a very short 
sighted policy, as film publicity to 
the British Industries Fair should 
be considered very important, 

From time to time you have 
paid tribute in your columns to 
the value of films as an allied 
channel of communication to the 
public. The newsreel editions 
reach an approximate audience of 
25 million in this country at 4,700 
cinemas every week, and it must 
not be forgotten that there is a 
vast audience overseas anxious to 
have a glimpse of the British 
Industries Fair. 

I hope that the decision will be 
reconsidered, as it would indeed 
be unfortunate if, through lack of 
appreciation of the fundamentals 
of film operation by exhibition 
organisers, newsreel editors were 
forced to cut out completely an 
attempt at assisting the publicis 
ing of industry by filming 
Britain's shop window. 

D. BARRINGTON- HUDSON. 
Director, 
Editorial Ltd. 


Services 


SILK SCREEN 


DISPLAY. STOVE ENAMELLING 
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Your Salesman makes his entrance 


Here is one salesman who 
elways gets in; who reaches 
the busiest executive and 
the most inaccessible dir- 
ector every day ; is welcomed by 
them and listened to with respect. 


Because its reporting of business 


SIDNEY 


HENSCHEL, ADVERTISEMENT 


news is so complete, accurate and 
well-informed the “Financial Times” 
is essential to Top Management. Put 
its advertising columns to work for 
you and you can be assured of getting 
into thousands of offices where im- 


portant buying decisions are made, 


FINANCIAL TIMES 


reaches Top Management every day 


MANAGER, 72 


COLEMAN ST., LONDON 
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OUR MEDICAL ADVISER OFFERS YOU PERSGNAL apvice 


WOMANS PICTORIAL 


weekly 
with the 


pracucnl 


approach 


Through Woman’s Pictorial 


meet Britain’s more discerning 


housewife. Keen of judgment, 


she is willing to pay the little extra 
for something a little better. She is 


immensely practical in the running 


of her household, and maintains a good living 
standard by shopping wisely. Advertisements 


are important to this woman. You can sell 


py 
- 


7AmA.P. PUBLICATION 


to her effectively, consistently, week by week, 


BE RATE £120 - 4\d. WEEKLY 


by advertising in Woman’s Pictorial, 


her regular weekly magazine. 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., T FLEETWAY HOUSE, LONDON, E.C.4 » CENTRAL 8080 
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Recognition terms 
eased for the 
technical agents 


a in the amounts placed by advertising 
agents in display advertising necessary to secure recog- 
nition have been announced by the joint advertisement com- 
mittee of the Newspaper Proprietors’ Association and the 


Newspaper Society. 

The new conditions specify 
that the agent must be placing at 
the rate of (a) at least £20,000 
per annum, including £10,000 in 
the national and provincial papers 
or (b) at least £50,000 per annum 
in newspapers, periodicals and 
or the trade press. 

Previously they were required 
to place display advertising in the 
newspaper, periodical and trade 
press of at least £20,000 per 
annum, including £5,000 — per 
annum in the national press and 
a similar amount in the provincial 
press. 


Opening the door 


E. H. Hull (advertisement direc- 
tor, Daily Herald), chairman of 
the joint committee, told ADVER 
TISER'S Weekty that the new 
conditions will open the door of 
recognition to many agents of 
repute who place the bulk of thei 
advertising in the trade and tech 
nical press 

Not merely do technical firms 
often produce commodities suit- 
able for advertising in the lay 
press, but, said Mr. Hull, the high 
quality of some of their advertise- 
ments has led to their agents 
being appointed also by non-tech- 
nical firms. These agents will 
now be able to apply for recogni- 
tion. 


Nine editionstof 
supplement 


Facts about each locality in the 
circulation area were contained in 
the nine editions of the Home 
Counties Newspapers Coronation 
Supplement This involved a 
total of 70 formes in addition to 
those for the normal weekly 
issues. 


al 
Sales talk on 
the record 
Thirty “missionaries” of the 
British Federation of Master 
Printers are to tour the country 
during the summer and autumn 
and with the aid of gramophone 
records they will try to persuade 
master printers that training for 
salesmanship is necessary 
fhe 


} . 
chosen 


missionaries” are to be 
from the Federation's 
iocal a liances There are five 
recordings made professionally 
which indicate, sometimes 
humorously, faults in salesman- 
ship 

This scheme is part of a cam- 
paign by the Federation’s public 
relations committee to “sell” 
printers on the idea of the sales- 
manship course, details of which 
were given at the Federation's 
Congress at Bournemouth this 
week. 


& See report of Master Printers’ 
Congress on page 352 


wbridges use 


Newsprint oll 
ralion? 


Powerful influences are 
being brought to bear in an 
effort to persuade the Govern- 
ment to sanction the de- 
rationing of newsprint. 

Discussions with the News- 
print Supply Company are 
now in progress, and an an- 
nouncement is expected soon. 
On June 22 lan Harvey, 
M.P. (a director of W. 5S. 
Crawford Ltd.) will ask the 
Minister of Materials whether, 
in view of the increased avail- 
ability of the supply of news- 
print, and the administrative 
costs involved in its control, 
he will de-ration it altogether? 

In the Commons on Tues- 
day the Minister said the 
possibilities of a relaxation of 
rationing were being 
examined, 


New soft drinks 


for provinces 


A hint that the aistribution area 
of the Canada Dry range of soft 
drinks would shortly be extended 
beyond London was given by 
Angus Mackenzie-Charrington, a 
director of Canada Dry (London) 
Lid., at a party to introduce the 
drinks to 200 West-End barmen 
at the Café Royal on ‘Tuesday 

“With the derationing of sugar 
we hope we will be able to sell 
Canada Dry far and wide,” he 
said. 


Stresa Convention 


Call for an 


International 
Federation 


Delegates to the first European 
Convention of Advertisers, held 
at Stresa, Italy, have decided to 
submit to their respective govern 
ing bodics a proposal that an 
International Federation of adver 
tisers’ Organisations should be 
formed. 

ihis was agreed after the two 
British delegates ¢ B. Wrey 
Aadvertising manager of — the 
Imperial Lobaceo Co., Ltd.) and 
chairman olf the executive com- 
mittee of the Incorporated Society 
of British Advertisers, and Alan 
Whitworth, director of the 
LS.B.A.—had resisted a proposal 
to establish an international 
federation forthwith, on the 
grounds that it would overlap and 
duplicate much of the work 
already being done by the Com- 
mission on Advertising of the 
International Chamber of Com 
merece, 


Delegates, who included repre 
sematives from France, Belgium, 
Holland, Sweden, Switzerland 
and India, submitted reports of 
ther efforts to safeguard the 
interests of advertisers in their 
own countries 

Much interest was shown in the 
operations of the Audit Bureau of 
C irculations, Mr Whitworth 
answered a number of questions, 
particularly from delegates from 
Italy which does not possess any 
such organisation 
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Manchester newsagents quizzed on name, 
size for new evening 


The Daily Express management is carrying out a prelim- 
inary survey among newsagents in Manchester in connection 
with their plans for launching a new evening paper in that 


city. 

A letter signed by ¢ 5; 
Lawrence, general Manager in 
Manchester, invites the opinion of 
newsagents as to what size paper 
would be most likely to find 
popular favour 

The letter states that the lifting 
of newsprint restrictions on new 
publications has brought nearer 
to realisation the Express objec- 
tive of launching a new evening 
paper. In furtherance of their 
plans consideration must now be 
given aS to whether the interests 
of readers would be best served 
by a full size format (similar to 
the Daily Express) or, alter- 
natively, a newspaper of half that 
size, 

ihe letter indicates that the 
opinion of newsagents will be of 
value because they are most 
closely in touch with readership. 

Suggestions for a title for the 
proposed new paper are also 
invited, 

It is understood that the 
Express management are consider- 
ing the names Standard. Citizen 
or Express, although some news- 
agents are advocating alternatives 
Replies to the letter are already 
flowing in. One of Manchester's 
leading newsagents told ADvER 
TISER'S Weekty that the con 
census of opinion would probably 
favour folio size which was 
easier to handle trom the news- 
agents’ and readers’ point of view. 

Controversy on the respective 
merits of full or half size papers 
is keen in Manchester since the 
Manchester Lvenine News tre 
cently reverted to broad sheet 
size while the Evening Chronicle 
remains folio size. 


°°, . 
British ads. in 
‘Le Soir’ 

A number of British advertisers 
took space in a composite 
Coronation page in a recent issue 
of Le Soir 

They included: Booths Dry 
Gin, Macleans, Brookwood Hos 
pital, Bovrl, Van Heusen, 
and Prunier of London. 

International  Encyclopaedias 
Lid. use English copy for their 
advertisement of their book, The 
Royal Philatelic Collection. 

A Paris cinema advertised a 
film of the Coronation. 

An editorial described the many 
attractions of Britain during the 
Coronation season and stated that 
London “will attract, like a lover, 
visitors from the four quarters of 
the globe.” 


BAIE elect 


new officers 


At the annual meeting of the 
British Association of Industrial 
Editors the following officers 
were appointed: chairman, 
Bernard W. Smith (Shell 
Magazine), vice-chairman; E. W. 
Sharp (The Holding Com- 
ponent); hon, secretary, John P. 
Wynn (National Post); — hon. 
treasurer, R. B. Yates (Wills 
Magazine); hon. editor of the 
Association’s publications, Sidney 
Smith (Minlabour); committee, 
B. S. Abrams (Wates News), 
J. S. Boyle (Seaboard), L. J. 
Durman (Shell-BP News), J. W. 
Hazzlewood (EM), J. F. Jobson 
(B.S.A. News), E. N. Parker (Far 
and Wide). 

Three winners of the Inter- 
national Council of Industrial 
Editors 1952 awards for house 
magazines received their awards 
from Mr. Wynn, who is vice- 
president, European Area, L.C.LE. 
They were: Bryan Samain (/ngot 
News), excellence in the news- 
paper internal group; Prince 
Yurka Galitzine (Hunting Group 
Review), certificate of merit in 
magazine combination group; and 
Miss I. B. A. Harris (Bulletin of 
Alliance Building Society), certi- 
ficate of merit in special process 
internal group. 


Raleigh window 


. .* 
display winners 

Winners in the Raleigh Indus- 
tries Easter Parade Window 
Display Competition were: 1. 
(£150 prize), G, Edmunds, Birken- 
head; 2. (£100), G. G. Brooks, 
Alderley Edge; 3. (£75), G. T. 
Roberts, Poplar; small window 
prize (£50), Frank Kirby, 
Norwich. 

The competition was judged 
last week by: Jack Hargreaves 
(Hulton Press), A. D. McLean 
(chairman, Dorland Advertising), 
and C. D. Rant (Editor, ADveR- 
TISER'S WEEKLY). 
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This iced cake, over two foot 

square, prepared by Huntley & 

Palmer Ltd., one of the agency's 

clients, was served at the 2Ist 

birthday party of Smee's Advertising 
Lid. 


Smee’s celebrate 
21st birthday 


“Advertising sells ball-bearings, 
blackberries and boots; but it 
never troubles to sell itself. And 
the future of advertising may 
depend on whether or not we 
make the public and the poli- 
ticians—realise that the ‘ad. man’ 
is the right arm of the industry; 
that he’s the one who puts the 
‘mass’ into mass-distribution; 
that, in short, without him 
modern business could not sell its 
product.” 

This message appeared in a 
brochure presented to guests at 
the 21st birthday celebrations of 
Smee’s Advertising Ltd.. held at 
Claridges yesterday (Wednesday) 

Discussing the future of adver- 
tising the brochure continued: “It 
will continue its magnificent job 
of acting as a propelling force to 
higher living standards. Perhaps 
it may even become a profession 
like law, or medicine, with a 
recognised examining body and a 
prescribed course of study. 

“But will advertising gain in 
prestige? The answer to this 
does not depend on inflation or 
deflation, or even the export 
drive. It depends on the vigour 
and boldness of advertising men 
themselves, and on their ability 
to sell advertising.” 

Over 150 representatives of 
media, together with Smee’s 
clients, several of them original 
accounts, were present at the 
party They were welcomed by 
E. A. Smee, founder and manag- 
ing director of the the agency 


Praise for TV ‘Code of the Air’ 


I D. Gammans, Assistant- 
Postmaster General, expressed 
thanks in Parliament last week to 
the Institute of Incorporated 
Practitioners in Advertising and 
the Incorporated Society of 
British Advertisers for their work 
in drawing up the “Code of the 
Air.” 

He said it would be of great 
assistance to the Postmaster 
General in setting out the respon- 
sibilities of the controlling body 


Asked by John Rodgers, M.P., 
director of the J. Walter Thomp- 
son Co., Ltd. if the Code did not 
set_ a very high standard, far 
higher than that maintained by 
most newspapers and certainly by 
the B.BC.. Mr. Gammans said 
he would not like to make com- 
parisons with newspapers or the 
B.B.C. but it was certainly a strict 
code and he thought it would re- 
move all reasonable Opposition 
Misgivings. 


Success story 
AD. CONTENT 
TREBLED IN 
ONE YEAR 


A paper that has trebled its 
advertisement content in one year 
will carry no advertising in its 
Coronation Supplement, “as it is 
Her Majesty’s wish that the 
Coronation should not be com- 
mercialised.” 

The paper is the Northern 
Herald, of Bangor, Co. Down, 
Northern Ireland. Paging 
doubled, circulation more than 
doubled, news coverage increased 
by one third, advertisements in- 
creased from 200 column inches 
to 600—these chapters in a suc- 
cess story are the more remark- 
able in that the Herald had 
suspended publication in 1939 

In May 1952, it was acquired 
by R. S. C. Henry who restarted 
publication, 

The Northern Herald, which 
prides itself on the forthrightness 
of its mews service, recently 
reported its owner's conviction, 
at a local court, for dangerous 
driving. 

London representative is David 


H. Bond. 


Ad. film on 


wide screen 


First advertising film to be 
shown on “wide screen” is now 
appearing at the Odeon, Leicester 
Square. This is “Curtains Up,” 
the “Rufflette” brand _ film, 
starring Terry-Thomas, which was 
produced some time ago by 
Theatre Publicity, Ltd., in col- 
laboration with Fraser Garioch 
and |. Webber, directors of the 
Winter Thomas Co., Ltd., agents 
for “Rufflette.” 

Stephen S. Wheeler, managing 
director, Theatre Publicity, ex- 
plained that though the Leicester 
Square Odeon does not normally 
accept advertising, an exception 
was made to demonstrate the new 
development. He quotes the 
cinema trade press as saying that 
the showing of the accompanying 
feature film “Tonight we sing” at 
this theatre has started a “wide 
screen landslide.” 

Fraser Garioch claimed that 
wide screen helps the film capital- 
ise “the sense of participation that 
iS an asset to advertising.” 

The system used at the Odeon 
employs the Stableford screen 
a Rank Group development 
and a short-focus lens. Normal! 
films are used The = screen 
measures 44 ft. by 25 ft., as com- 
pared with a normal size of 24 ft 
by 18 ft.: but the system is adapt- 
able to other sizes. both larger 
and smaller. The screen is sprayed 
with fluorescent particles which, 
it is claimed, enhance colour 
reproduction and give an illusion 
of depth. 
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POSTER 
CONFERENCE 
PROGRAMME 


Programme of the Britisn 
Poster Advertising Association 
conference at Torquay is 4s 
follows: 

Sunday, June 7, golf match be- 
tween representatives of the Tor- 
quay Corporation and of the 
Association. 7 

Monday. Golf competition. 
Afternoon, coach tour to Dart- 
meet. Evening, cricket match 
between Corporation and Asso- 
ciation elevens. 

Tuesday. Morning, official wel- 
come by the Mayor of Torquay 
at the Palace Hotel, followed by 
Association’s annual meeting. 
Afternoon, technical session pre- 
sided over by P. D. O'Connell 
(Mills & Rockleys, Bristol), ad- 
dress by C. Hallas (media 
director, Lintas), “The outdoor 
advertising industry and its place 
in the general scheme of adver- 
tising”; “Any Questions?” session. 
question master, P. D. O'Connell; 
panel, H. Barrett (Wolverhamp- 
ton Poster Service), H. G. Ellinger 
(Mills & Rockleys, Coventry), 
G. Goodyear (S. H. Benson, 
Ltd.), J, Shirley Rainer (Nestlé). 
Evening, reception and dance at 
the Marine Spa, by invitation of 
the Mayor and Corporation. 

Wednesday. Morning, address 
by B. D. Copland (London 
Press Exchange). “The Poster 
Audience.” Afternoon, free. 
Evening, reception by the new 
president, Alderman Sidney 
Brown (Mills & Rockleys, 
Leicester) and his sister, Muss 
Margery Brown, followed by the 
annual dinner, speaker W. E 
Phillips (assistant managing direc- 
tor, Guinness), 


Westminster Press 
acquire two 
Kemsley newspapers 
been 


cluded between Westminster Press 
Provincial Newspapers Ltd. and 


Negotiations have con- 


Kemsley 
whereby 


Newspapers Ltd. 
the ownership of the 
Yorkshire Evening Press, the 
weekly paper The Yorkshire 
Herald, and the associated general 
printing business has _ been 
acquired by the Westminster 
Press. Satisfactory arrangements 
have been made regarding staffs, 
according to an agreed statement. 

The Westminster Press already 
has interests in York in the 
ownership of the Yorkshire 
Gazette which is associated with 
the Northern Echo. Both these 
Papers circulate in the city and 
the North Riding. J. B. Morrell. 
former Lord Mayor of York and 
chairman of Westminster Press 
Provincial Newspapers Ltd., is to 
be appointed chairman of the 
Yorkshire Herald Newspaper 
Company Ltd. 

This year is the golden jubilee 
of Mr. Morrell’s connection with 
newspapers, 


A private luncheon party was held at the Savoy Hotel, London, on Monday, in honour of Norman Bower 


managing director of Intam Ltd., of South Africa, and Mrs. Bower 
J. M. Beable, J. Austen-Johnson, E. 
D. McCullough, Leslie Sedewick, B. E. Kent, Col. A. M 


Second row: 


Courtenay, W. 
Pemberton, L. Dearlove. 
Mrs. Norman 
on floor 
John Coope, L. 
Burnside, and E. Keliher. 

of the 


Bower, G. P. 


R. Roberts, W. 


Club, 


H. Lynas, Julian 


Mrs. H.W 
Dane, W. W. J. 


a former editor of “ 
along with Roy 


‘Branded goods are salvation 
for the small retailer’ 


The salvation of the small re- 
tai! outfitter, now finding his 
position somewhat difficult, is 
nationally advertised branded 
merchandise produced by reput- 
able people, W. Lemkin, director 
and general manager of Dunlop 
Clothing & Weatherproofs Ltd., 
told the annual conference of the 
National Association of Outfitters 
at Tunbridge Wells. 

“T have read speeches by lead- 
ing retailers objecting to having 
branded lines forced on them by 
extensive advertising campaigns,” 
he said. “They protest that they 
want to be free to run their own 
businesses as they please. There is 
no question of compulsion about 
buying branded lines. Every re 
tailer can buy where he pleases, 
and can always say Vea or nay; 
but similarly the manufacturer is 
desirous of running his business 
as he thinks best, and if, in order 
to ensure increased productivity, 
he launches an advertising cam- 
paign, thereby creating a con- 
sistent demand, it is surely com- 
mon sense for a retailer to stock 
that particular line rather than 
lose a sale. 

“Many people infer that goods 
would be much cheaper if they 
were not advertised. This I doubt 
very much. To say that the con- 
sumer pays for the advertising is 
not always correct: it all depends 
on the type of article advertised. 

“In quite a number of cases 
manufacturers carry their adver- 
tising as a development charee. 
They must offer products in line 
with the public purse; and the 
consumer to-day is better versed 
in values than he was years ago. 

“A turn-over target is struck 


which maintains fuli productivity 
at a certain overhead, and when 
that figure is attained the adver- 
tising bears a very smal! ratio to 
the cost of sales. Were it to be 
included in the original price 
before the production target had 
been obtained, then obviously 
there would be very few sales, 
and advertising would be a com- 
plete waste. An article is not 
necessarily cheap because the 
price is reduced; it might be 
cheaper still if the price were 
maintained and greater value pt 
into the article 


“In a mass production age, the 
natural corollary is mass distri 
bution, and nationally advertised 
quality branded merchandise, at 
prices within” the purchasing 
power of the public, will prove to 
be the salvation of the small 
man.” 


Type cabinet 


One of the new Layton type 
face cabinets was presented to the 
Regent Advertising Club fast 
week by C. & E. Layton Ltd 
Owing to the absence through jjI- 
ness of Howard Riddel!, Layton’s 
managing director, the presenta 
tion was made by Cecil Meyer, 
who designed the cabinet. . 

Mr. Meyer said that when they 
planned these cabinets they had 
aimed at producing something 
more than a narrow commercial 
object. They set themse!ves the 
task of producing something 
which would really be a contribu- 
tion to the printing trade in 
general, to the graphic arts and 
to advertising and publicity 


Yoxall, Norman Bower, W. 


Pictured above are, back row, left to right 
Yeatman, J. Harrison Haworth 
. Wilkinson, T. 
Alan Whitworth, Harold Fish, J. Rafter. 
Simon (chairman) : ; 
W. E. Osborne, L. M. Masius, Frank Mills, Andrew Milne. 
W. Needham, Roy Clark, Surrey 
Norman Bower 
Solus 


Ishley 
Alfred 

Yorall 
Seated 


Vesey Strong 
Seated, centre: H.W 


Sanderson 


Apologies for absence were received from 
Studd, 
idvertiser’s Weekly” 
Clark and Andrew Milne. 


Drummond Armstrong, George 


was one of the founders 


£100,000 reserve 
for ‘abnormal 


advertising’ 


The Earl of Limerick, in his 
statement as chairman circu- 
: lated with the accounts of the 
: Parnall (Yate) Lid. group, dis- 
: closes the creation of a reserve 
tin the parent company of 
+ £100,000 “to cover abnormal 
t advertising which the Group 
may undertake, cither during 
1953 or thereafter, to establish 
:new products and for other 
purposes.” 

The chairman adds: “If any 
of this sum is found not to be 
required, it can be brought 
back into the profit and loss 
account available for distribu- 
tion; but recent results of our 
advertising encourage the 
board to hope that this provi- 
sion will be justified by the 
results.” 

Agents for Parnall (Yate): 
: Ltd. are W. H. Gollings and : 
: Associates, Lid. 


. 
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presentations 


They felt it would be approp- 
riate if those institutes and 
organisations which had made a 
distinguished contribution in any 
of those fields could be presented 
with a master cabinet as a gesture 
of goodwill and co-operation 

The Regent Advertising Club 
was among. those institutions 
selected. The others were: The 
Royal College of Art, the Central 
School of Arts and Crafts. the 
London School of Printing and 
Graphic Arts, the library of the 
British Museum, the library of 
the Victoria and Albert Museum, 
the library of the St. Bride Foun- 
dation Institute and the Council 
of Industrial Design, 
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Printers plan a creative selling campaign 


B.F.M.P. Congress told: 


PLENTY OF SCOPE FOR EXPANDING 


MARKET: TV WILL AFFECT DEMAND 


REATIVE selling should be the chief aim of all members of 

the Federation of Masters Printers, stated the incoming 
President, Kenneth B. Reid, at the 53rd congress of the Federa- 
tion at Bournemouth, “Let us turn our minds to this matter of 
selling with enthusiasm,” he urged, 


Mr. Reid, who is joint manag- 
ing director, Andrew Reid & Co., 
Ltd., Newcastle upon ‘Tyne, told 
the congress: 

“Let us remember that our 
trade is a highly competitive one, 
and competition may well be- 
come keener again and price cut 
ting more widespread 

“There are two ways of over 
coming the worst aspects of both 
these conditions. The first is hav 
ing a sound knowledge of your 
Operating costs, the second the 
development of a vigorous sales 
policy, which can searcely achieve 
the desired result unless your 
staff have had the training ‘to 
make them creatively effective 

“LT have heard it said that if we 
improve our salesmen’s ability to 
sell, we shall put a spur to com 
petition and hasten the return of 
price cutting. In face the reverse 
is the case, 

“By means of creative selling 
we are able to increase the 
volume of printing sold, by sug- 
vesting ways and means to cus- 
tomers whereby they benefit by a 
greater use Of our services. 

“Therefore, Jet us turn our 
minds to this matter of selling 


Energol distribution 

As from June 1 Shell-Mex and 
B.P. Lid. are to undertake the 
marketing to the retail motor 
trade of B.P, Energo! lubricants. 
Hitherto they have been marketed 
by Price’s Lubricants Lid. Adver- 
tising, handled by W. S. Crawford 

Ltd., is not affected. 


with enthusiasm. Let us make this 
new year of the Federation one 
in which more creative selling is 
the chief aim of us all 

He described the course the 
Federation has prevared for sel! 
ing staffs in the industry which 
begins In the autumn 

W. Val Curtis, managing direc 
tor W. W. Curtis Ltd.. Coventry 
discussing sales policy, said 
printers who approached a buyer 
without a knowledee of their own 
capacity, and without a know 
ledge of his needs were one of 
the chief causes of the wrong 
emphasis on price uppermost in 
the minds of so manv buvers of 
printing. It was solely the resu!t 
of bad sales psychology on the 
part of printers who went in one 
after another and said: “Good 
morning, Mr. Jones. may I quote 
you for some printing?” 

Of course Jones was going to 
think about price if nobody ever 


suggested that he should think of 
anything else 

In formulating his sales policy, 
a printer should decide the kind 
of printing he was going to sell, 
how best he could utilise his 
plant, what his sales points were, 
and how he was going to plug 
them. Finally, he should ensure 
that everyone in his organisation 
had a clear picture of exactly 
what was being attempted 

John Cheyney, managing direc- 
tor, Cheyney & Sons, Ltd., Ban 
bury, said: “Though the salesman 
is the spearhead of the selling 
effort, ours is a service industry, 
and all of us from you in the 
director’s chair to the errand boy 
can and do affect sales. Accounts 
may be opened by salesmen but 
they are closed more often than 
not by sins in the office or 
works.” 

‘The retiring president, F. Rus- 
sell Baylis, said that there was 
plenty of scope for expanding 
the market in print. He con- 
tinued: “The spread of television 
may effect some kinds of adver- 
tising for a time, but if the manu- 


fucturer wants a good solid 
advertising medium, which has 
some permanence, he will still 


turn to printing. When the films 
and radio first developed some 
people thought they might reduce 
the démand for printed advertis 
ing. But instead more printin: 
was required. 

“Printing provides the best ser- 
vice in advertising; it can be 
beautiful in itself; it can illus- 
trate a product and carry a mes- 
sage in any laneuage to every 
part of the world. It is the best 
form of advertisine and it won't 
he displaced in our lifetime.” 

Geoffrey ah Griffith CW. P 
Griffith & Sons, Ltd.) was elected 
vice-president of the Federation. 
*See “Mainly Personal,” page 394 


Big scheme for 
‘Sunday Express’ 


The Sunday Express are running 
their largest advertising campaign of 
recent years to announce their new 
series bv the Duke of Windsor en- 
titled, ““Mv Coronation Thoughts.” 

The campaign will include laree 
spaces in national daily newspapers, 
Tondon evenings and an extensive 
list of newspapers covering the 
whole of the British Isles. 

For the first time for a specific 
campaign 48-sheet posters will be 
used. London bus sides, posters on 
the London Underground, show- 
cards and bills for newsagents and 
window stickers are also on. the 
programme 


Ff. Russell Baylis K. B 


Examinations in 
salesmanship 


In the annual report it was 
estated that the Federation 
will introduce correspondence 
courses in printing salesman- 
ship in October, ; 
Examinations in salesman- s 
ship will be held twice yearly 
and certificates awarded to 
successful candidates, 

In addition, material will be 
provided for salesmanship dis- 
cussion groups wherever a 
small number of students can 
be brought together in an 
association or firm. A booklet 
describing the salesmanship 
committee’s proposals has$ 
been prepared for distribution 
to all members. 

A panel of speakers has 

been set up to address meet- 
, ines in the various Alliance 
eareas with the object of 
gencouraging members to im- 
Sprove the effectiveness of their 
gsales force and take advan- 
stage of the course and other 
sfacilities to be provided. 
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Confidence in 


Trish goods 


Knowledge and _ production 
technique of Irish goods was im 
proving and if people spoke with 
confidence in connection with 


their goods the economy of the 
country could be improved. de 
clared L. V, Whitehead, chairman 


of the Incorporated Sales Mana 
gers’ Association (Irish Branch) 
at the annual meeting of the 
branch in Dublin last Friday 

B Roche, sales director, 
Irish Ropes, Ltd., gave a descrin- 
tion of his recent business survey 
tour of the U.S. and Canada 

Mr. Whitehead was re-elected 


chairman for 1953-54. Others 
elected were Senator E A 
MeGuire (president), C. W. Che 


son, T. A. Moran and W. Wilson 
(vice-chairman); D. M. Milmo, 
hon. treasurer: M. Coote. assist 
ant hon. treasurer; B. Murphy, 
hon. secretary. Executive com 
mittee: A. V. Adey. P. J. Kava 
nagh, D. A. Black, W. D. Frazer. 


S. J. Doyle. N. McConnell, J. ¢ 
Bigger, L. Thorn, R. G. Moffett. 
H. Palmer, B. D. Thom, D 


McKenzie and M. Coote 


Reid G. ¢ 
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The first in the series of “The 
Mis-Adventures of Driver Duffer’ 
posters. 


Introducing 
‘Driver Duffer’ 


A series of accident prevention 
posters has been designed by the 
London Press Exchange Ltd. for 
the National Benzole Company 
Lid 

The posters, which will be dis- 
played in the National Benzole 
Company's transport depots, 
point out the mishaps that can 
befall drivers who neglect the 
company’s maintenance and driv- 
ing rules They concern “The 
Mis-Adventures of Driver Duffer™ 

humour is the keynote. 

When the scheme is going well 


drivers will be asked to submit 
their own “Mis-Adventures of 
Driver Duffer” rhymes. Those 


accepted will win £§. 

The aim is that “Driver Duffer” 
will eventually become the “Pilot 
Officer Prune” of the National 
Benzole Company Ltd 


Outstanding ads. 


Of 27 campaigns chosen by top 
flizht American creative advertising 
men. members of an Advertising Age 
pancl of judges, no fewer than nine 
were by Young & Rubicam, Inc 

The judges were Leo Burnett, John 
P. Cunningham, Philip W. Lennen, 
David Ogilvy, and Walter Weir 
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Harrogate 
Conierence 


Advertising clubs al] over the 
country are to join in a nation- 
wide drive to recruit delegates for 
the Advertising Clubs Conference 
at Harrogate, Friday-Monday, 
September 25-28 

Publicity material includes a 
descriptive leafle; containing de- 
tails of the provisional business 
and social programmes, registra 
tion forms, posters. and poste: 
stamps. Clubs are being asked to 
mail these not only to their own 
members but prominent 
advertising figures in their districts 
who are not club members” but 
ought to be. 

An unusual feature is the issue 
of stock blocks of the Conference 

Symbol (as re- 
here) 
Clubs are 

asked to 
approach promin 
ent advertisers in 
their area—and 
particularly news 
printers, 
advertising agents—in the 
that they will use these 
symbols in the way that national 
idvertisers often use smal] publi- 
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CLUBS CONFERENCE 


SEPTEMBER 25.2853 
pa Jers, 

and 
hope 


city blocks of charitable appeals 


and other national events 


Club News 


Berks and Bucks 


Max Friend is the 


new secretary 
Succeeding A. G 
retired alter three SCTVIC( 
Max T Friend of Granthams of 
Reading has now taken over as hon 
orary secretary of the Berks & Bucks 
Publicity Club, under the chairman 
ship of lan F. Buchanan, 
Granthams tiring chairman 
Harry FE. Shalson, and A. G. Bitton 
were clected hon. vice-presidents in 
return for valuable services rendered 
to the Club, Administration of the 
Club therefore goes, for the first 
time, to the Berkshire section. 
These changes were made at th 
Club’s annual meeting in Slough 
The new president is J. V. White 
ind vice-chairmen, John Derry and 
F. A. Hubb! Norman J. Groom« 
was clected to th 


Bitton, who has 
years’ 


also of 


council 


ROYAL BALL 


A Royal Coronation Ball, 

under the patronage of Her 
Majesty Queen Elizabeth the 
Queen Mother and organised by 
the Publicity Club of Aberdeen, 
was held in Aberdeen’s largest 
ballroom last Friday. 
: The whole of the North and 
: North East of Scotland was 
: represented, and it is hoped a 
: considerable sum will be rea- 
3 lised for the King George VI 
National Memorial Fund. 

A special Ball edition of “The 
Aberdeen Press & Journal,’ 
with a full report and pictures, ‘ 
was on sale at 3 a.m.—an hour? 
before the end of the dance. : 


fnnual awards were presented at the annual meeting of the Regen 
were (left to right) 
Philip Barron (Erwin Wasey & 
Saunders (Dunlop Rubber Co., 
B. Fillayson Bullock (Kennards, Crovdon 
Pope (Allard vce 
(British 
(Charles 1} 
Kent (Odhams Press 


using Club The winners 
& Crowther Lid.) Higham cup; 
Saward cup; D.W 
Press News” first award, 
olf trophy; Harry W 

Pem! cup; G. M. RB, 
Pemberton cup; David J. 

New second award 


T vas 
Mercer 


erton 


Vanchester 


and B. H. G, 


idver- 
Mather 
Co., Ltd.) 
World's 
annual 
& Co., Ltd.), runner-up 
Insulated Callenders Cables) 
Gilbert) World's Press 
Haddon cup 


Richard Blombfu 
Birmingham) 


Palmer 


‘We do not want a rival 
monopoly in television’ 


—Norman Collins 


Accusations that the Associated Broadcasting Development Co., 
Ltd., of which he is a director, was out to set up a rival monopoly 
to the B.B.C., were refuted by Norman Collins when he addressed 


Manchester Publicity Association last week. 


“We have never set 


ourselves out to form any kind of rigid structure which could domi- 


Bristol 


Large increase in 
membership 


At the annual general meeting of 
the Bristol and West Publicity Club 
tiring chairman, (€ Ww. ¢ 

(Fords Advertising 
ed that membership during 

year had increased by 45° per 
cont 

The club's new president is W. F 
Wheatley CH. J. Packer & Co., Ltd.) 
Aims of Industry P.%.0., W. Fb. P 
Bishop, was elected chairman, with 
H. H. Hodges (Bristol Evening Post) 
as vice-chairman, 

Others elected were: secretary, 
} ( Jennings (Bristol Evening 
World), treasurer, K Vv Gill 
(Evening Post), council: R. Plummer 
(Walt Pearce Il td.), Alan Laws 
(Newman Industries Ltd.) TT. W 
Glover (Glover's Advertising Ltd.), 
P. D. O'Connell (Mills & Rockleys) 
H. Pass (Western Daily Press), L. 1 
Wood (South West Electricity 
Board), and W. R. Jefferys (Dursle, 
Gazette), 


the 1 


iTrow 


Wolverhampton 


Roy Watson elected 


At the annual general mecting 
of the Publicity Club of Wolver 
hampton, Roy Watson (advertising 
manager, Goodyears), was clected 
chairman for the coming year. 

L. J. Stallard, retiring chairman 
presented the Beattic Cup to 
Corbett for winning the club’s own 
public speaking contest, and the 
runners-up cup to P. Gomm. 

Officers clected wer H. Brain 
vice-chairman; H. S. Adams, hon 
treasurer; J. G. Reed, hon. sec 
retary H. Booth-Adams, 

Nicholson, W. Wheeler, 

ards, I mn < Gollings, and W 
Doughty, corporate members; G 
Merryweather and K. Stacey 


members 


asso 


nate British television.” he added. 


believe in local operation and 
co-operation 

In case there is any doubt as to 
what is going on in my mind about 
rival monopoly, may | be down on 
record in saying, “Rival monopoly 
is only one shade less vile than total 
monopoly.” 

The BBC pt of control, he 
said, required the knuchleduster of 
monopoly to enforce it 

was reminded in the United 
States that, since the end of the war, 
to carn dollars has become one of 
the worthicst aims of the modern 
Englishman lo do that we must 
sell our To do that we have 
to advertise them 

“A small section of the population 
in this country seem to think there 
is somethine so shameful in adver 
using that it should not be allowed 
on the air 

Ay ( ollins 


CONC 


goods 


said he disagreed 
with the theory that if a television 
service drew revenue from adver 
tising standards would decline 

“T happen to have considerable 
faith in the common sense and good 
taste of my fellow countrymen.”” he 
said “The people who fear this 
lamentable decline in standards have 
not such a faith 

“Is it conceivable that any 
manufacturer who has built up his 
business over the years will allow 
himself to do anything which is likely 
to bring disrepute? 


great 


Fast Anglia 
Triple tribute 


A considerabl incre. im mem 
beiship was rorted tl innual 
| I 
roncral meeting Anghan 
Publicity Club | it Ipswich 
The chairmar Kelly: sec 
tary, C. I surer, 
R Abbott “ clected 
ribu wer | to thes 
th work they were 
welfare of 


H. Hardtc 


tials fo 
in promoting th 
In addition, ¢ 


ted vice hairmar 


ADVERTISER'S WEEKLY 
Leeds 


ROY S. SETON 
HONOURED 


At the annual meeting of the 
Pubheny Club of Leeds Robert 
Williamson, president, ¢ Roderick 
Gallant, chairman, and R. S. Seton 
vice-chairman were all re-elected 
ilso J.C. C. Bowling, hon. solicitor, 
and TT. Bernard Murtland, hon 
auditor, 

Others elected were: hon. secre 
tury, S. J. Minson, in succession to 
Charles Steel who resigned owing to 
pressure of business; hon 
Frank Dutson; hon. press 
W. C. Strachan 

All vice-presidents were re-clected 
Executive committec a a © 
Bowden, | Dutson, W. Diggle 
(. H. Dyson, R. Dunderdale, J. R 
Hall, S. J. Minson, R. S. Seton 
J. W. Stafford, W. C. Strachan, M 
Wilson, C. R. Gallant, H. J. Sut 
cliffle, W. A. Whittall, R. S§ 
{indgren, and Miss I. Mackwen. 

It was announced jointly by 
Frank Bloomer, Stanley Gray, and 
W. A. Whittall, that the F, E. Cook 

Cup which is 

awarded = an 

nually to the 

member ren 

dering the 

most distin- 

guished ser 

vice to adver- 

tising in’ the 

would 

awarded 

to Roy Seton 

The citation 

Stated “He 

has played an 

important 

part om the 

public speak- 

ing competi- 

with a success which has 

been recognised im the competi 

tions. In our opinion the crowning 

service to the Club has been his 

virile interest in the furtherance of 

the idea put forward by the presi 

dent, that an Associate Section of 
the Club be formed.” 


treasurer 
officer, 


tron 


Regent 
Agencies can help 


An appeal for more advertising 
agencies to join the club's group 
membership scheme was made by 
president Frank Waters, managing 
director of the News Chronicle and 
Star, at the annual mecting of the 
Regent Advertising Club 

Cecil D. Notley, the club's chair 
man, referred to the difficulties the 
club had had to face in moving to 
its new premises in Chesterfield 
Street. The problems financially 
had been immense. But with the 
support of members the future was 
bright He paid tribute to the 
work of G. M. B. Tyas (‘the un 
tiring’) for his work as chairman 
of the re-housing committee For 
this he had been awarded the Pem 
berton Cup given annually for good 
service 

The president (F. H. Waters), 
chairman (Cecil D. Notley), vice 
chairman (Dudley Turner) and hon 

cretary (Brian Baker) were all 
re-clected G. M. B. Tyas was 
lected hon. assistant secretary and 
D. A. Deas. treasurer New com 
mitt Gillard, and 
Messrs 
Hal Saward 
Reid, F. J. Trash, P. Coley and D 
Roger Mayes 

Winner of the public speaking 
ontest for the Haddon Cup was 
Brian Kent 
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PWS About People 


E. J. Lawrence is 
assistant to 


Harris Kamlish 


Harris Kamlish, advertisement 
director of Odhams Press Lid., an 


nounces the following two new 
appointments 
Ernest J. Lawrence, advertise 


ment manager of Woman, has been 
appointed assistant to the advertise 
ment director, and Patrick J. Henry 
becomes the new advertisement 
manager of Woman in succession to 

r. Lawrence. 

Mr. Lawrence has 
in @ managerial 


been associated 
capacity for 40 


years with both trade and national 
periodicals. He has been with 
Odhams Press for 18 years 

Mr. Henry, who joined the stall 


of Woman last year as senior repre 
sentative, was previously with 
Hulton’s where he went in 1950 to 
become general manager of Eagle, 
and subsequently of Girl. Mr 
Henry, son of the late A. W. Henry, 
O.B.E., chairman of  Crostield, 
Watson & Gossage, started his ad 
vertising career with Lintas in 1936, 
moving from there to the J. Walter 
Thompson Co., Lid. After his war 
service he rejoined Lintas and later 
went to S. H, Benson Lid 

* * 

Following the resignation of 
Peter FE. Deverali, chairman of the 
company, Grant Advertising Ltd., 
London, announce that full respon 
sibility for the management will now 
pass to E. D. Garrott, managing 
director, Mr, Garrott, who joined 
the company in 1949, became a 
director in 1950, and was appointed 
as managing director in 1982 

he chairmanship, which included 
control of the sterling area operat 
ing, will revert to the president of 
the company, Will C. Grant, in 
Chicago. All offices in the sterling 
area (London, Johannesburg, Cape 
town, Calcutta, Bombay, Delhi, 
Madras, Karachi and Hong Kong) 
will be co-ordinated through F. ¥ 
Spence and H. C. R. Vogel, vici 
president, Grant International Divi 
sion, New York 


Other changes under the 


new 


FE. H. Sullivan 


John Murphy E. W. 


management 
ment as 


include the appoint- 
copy chief and account 
executive of D. T. Helliwell, for- 
merly with Colman, Prentis & 
Varley and Erwin Wasey Ltd. in this 
coumry. 
* 7 + 

kK. H. Sullivan has resigned as 
adverUsing manager of Fisons Ltd. 
in order to join the D. Brook-Hart 
Co. as chief executive. After war 
service Mr. Sullivan joined John I. 
Thorncroft & Co., Ltd., where he 
was responsible for all technical 
publicity. He left to become deputy 
director of public relations to 
Petrochemicals Lid. and the Man- 
chester Oil Refinery group of 
companies, where he worked in 
close co-operation with D. Brook- 
Hart, who was then directing all 
publicity matters for those com- 
panics. From there he went to 
isons Ltd 


52 years on the 
‘Yorkshire Evening Post’ 


William Walker has retired from 
the Yorkshire Evening Post after 
S2 years’ service with the adver 
tisement department. Ernest Osborn, 
general manager and a director of 
the Yorkshire Conservative News- 
paper Co., Lid., made a presentation 
to Mr. Walker. Others who paid 
tributes to his services to the 
company were Stanley Gray, adver 
tisement manager, and Alan Wood- 
ward, editor of the Yorkshire 
Evening Post. 

* * * 

EK. W. Mynn is resigning from 
Halex Ltd. after six years as sales 
manager, to join Masius & Fergus- 
son Lid. as head of their merchan 
dising department, on June 1. Mr 


Mynn was previously with Pepso- 
dent for 10 years, where he was 
associated with J. G. Wynne- 


Williams, now merchandising direc 
tor at Masius & Fergusson. 
* * 

John Murphy, news ‘editor of 

Voice & Vision, the public relations 

firm, has resigned. He joined them 


three and a half years’ ago after 
resigning from the public relations 
department of London Press 
Exchange. Mr. Murphy, who is 


Mynn 


chairman of the 
aging at the annual meeting of the 


manufacturers of 
dustrial electrical equipment. 
Fraser Cowan (Standards Division, 


Council: L. G. 
Andrew, G. M. 


Hilar) 


The Midlands branch committee of the Incorporated Advertising Managers’ 


Association 


met at the Midland Hotel, Birmingham, last week. 


Left to 


right: A. Uptom (Cuxson Gerrard & Co., Ltd.j; A. W. Yate, secretary 


(Royal Enfield Cycle Co., Ltd.); 


E. Luscott Evans, 


chairman (Tube 


Investment (Export) Ltd.); Leslie Harden, national chairman; J. White 


(Bendix Home Appliances); 


and C. 


F. Price (Harrison (B'ham) Ltd.). 


37, spent 16 years in journalism in 
Fleet Street and the = provinces 
before entering public — relations 
For six years he was on the home 
and foreign staffs of the Daily 
Express He has also worked on 
the Sunday Express, Sunday Pic- 
torial, for Kemsley and the Sunday 
Dispatch. We began his career on 
the Dublin Evening Mail where his 
father was editor, At Voice & Vision, 
in addition to supervising the news 


side of all accounts, Mr. Murphy 
ilso handled several himself. 
* * * 

For the past three years press 


officer for the A. H. 
Knowles Ltd. advertising organisa- 
tion of Manchester, Hilary Winant 

in private life Mrs. lain Glide- 


relations 


well--last week became the mother 
of a daughter She is niece of the 
former American Ambassador to 


Britain, the late John G. Winant. 


New officers for 
Packaging Institute 


G. H. M. Rosam was elected 


Institute of Pack- 


Institute of Packaging held in 
London He has been overseas 
manager since 1946 of the Parnall 
(Yate) Ltd. group of companies, 


and in- 
Alan 


domestic 


The Metal Box Co., Lid.) was 


elected vice-chairman. R. R. Phump- 
ton was again appointed hon. trea- 
surer of the 


Institute. 

following now comprise the 
Addiscott, P. A. 
Ashwell, C. K. 


The 


Boundy, J. Castle, J. F. Cave Wood, 


Winant E. J. Lawrence 


A. W. Cox, E. H. Dickens, T. Dyke, 
J. KE. Evan Cook, J. J. Ferriggi, 
W. A. Harrington, FE. W. Higgs, H. 
Jefford, C. Lein, J. Morris, A. F. 
Much, N. Phillips, R. R. Plunipton, 
FE. Richardson, EF. G. O. Ridgwell, 
Dr. G. L. Riddell, J. Schwartz, 
P. B. Shanley, S. Spencer. 

* * * 

Ernest Osborn (Yorkshire Post) 
has relinquished chairmanship of 
the Labour Committee of the News- 
paper Society after three years in 
office. He is succeeded by H. V. 
Fergusson (Nottingham Journal). 

* * * 

Mrs. M-J. Lancaster has been 
appointed press officer to the 
Council of Industrial Design follow- 
ing the resignation of John C. 
Gray to take up a senior research 
post at Political and Economic Plan- 
ning. Mrs, Lancaster is a free-lance 
journalist and has for the last three 
years been a part-time assistant in 
the production section of the 
Council of Industrial Design. She 
is the wife of Maurice Lancaster, a 
director of Time-Life International 


Lid. 
* * * 
Dudley Aspa, director, Trade 
Chronicles Ltd., publishers of 
Furnishing World, Woodworking 


Industry and the Furnishing Trade 
Encyclopedia, has been elected an 
alderman of St. Pancras. 

* * * 

David Hayes, press __ relations 
officer for Aer Lingus (Irish Air 
Lines), has written another series 
of adventures of his “Foley Family” 
for Radio Fireann. “Foley” series 
have been featured by the station 
twice a year for the past seven 
years. 

* * * 
L. A. Booty, a director of Reid, 


Walker Advertising Ltd., has be- 
come the father of a daughter 
(Jane). 

* * 


C. R. Greenhill has been ap- 
pointed a director of Hazell, Watson 
& Viney Ltd. 

* * * 

The engagement is announced of 
Nicholas, only son of John F. FE. 
Coope (deputy chairman, Daily 
Mirror Newspapers) and the late 
Mrs. Coope, and Ann, elder 
daughter of Dr. and Mrs. R. H. A. 
Ritchie, of Sutton. Nicholas Coope 


_is at present at Cambridge. 


READ 


CAPITAL FELLOWS 
a Fe 


THE 


GEORGE BULLOCK 


Advertisement Manager 


INVESTORS’ 
CHRONICLE 


MET. 8282 
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They’ve done a lot of furnishing today 


Must have spent quite a bit of money. 
I'll say. A couple of hundred, probably. 


How do they do it? You can see for yourself they’re just a working 
class young couple. 


Well, they’re the people with the money to spend nowadays. 

How do you make that out? 

Because their purchasing power has gone up whilst nearly everybody 
else’s has gone down. Take that young couple for instance. He’s a 
craftsman of some kind, I should say. In a factory or maybe the building 
trade. What with overtime he probably knocks up twelve or fifteen quid 
a week. And you can bet your life that until the first baby comes along 


his wife will go out to work as well. 


Hmm! It’s no wonder they can afford to furnish their home 
decently. 


Oh yes. They’re the people with the money all right. And the more of 
them that come into this shop the better business we'll do. 


DAILY MIRROR 


With the biggest daily net 
sale on earth, the 

DAILY MIRROR offers 
the most powerful mass 
market coverage in the 
history of daily newspapers 
at the lowest square inch 
per thousand rate of all 


national dailies. 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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The Evening Citizen is the most progressive e: 
newspaper in Scotland. 
Its net sale of over 200,000 copies per issue offei 


display advertiser a complete coverage in Scotland’s - 
market. 


The Glasgow Evening Citizen carries more cla 
advertising than the combined total of the other two e 
newspapers—a striking proof of its great selling power. 


Average Daily Net Sales 
DECEMBER (1952). ; ‘ 178,336 
JANUARY ‘ . ‘ ; 187,598 
FEBRUARY. ‘ : ‘ 192,748 
MARCH . , ‘ ; : 195,012 


APRIL . . . 200,12 
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Exporters who waste thousands 


WHEN ADVERTISING ALLOWANCES GO 
AS COMMISSION TO SALES AGENTS 


“Think before you export. 
consult the experts.” 


If you don’t know the answers, 
This advice was given by L. B. Cort, 


managing director of the export group of Colman, Prentis & 
Varley Ltd., in an address to the Publicity Club of London. 


He gave as an example a man 
who told him he was about to 
visit Venezuela to find out 
whether a certain product could 
be sold there. “That would cost 
you £500," Mr. Cort told him 
“I can get you the answer for 50 
guineas.” The man accepted the 
offer, saved himself nearly £450, 
and learned that his project was 
impracticable. 

Mr. Cort had recently visited 
Venezuela, and was able to 
obtain — fac- 
tual confirm- 
ation, from 
his contacts 
there, of the 
opinion — he 
had himself 
formed 
Many manu- 
facturers, 
said Mr 
Cort, not 
knowing 
much about 
advertising, 
give their 
sales agents 
overseas) a 
commission on selling price as an 
advertising allowance, and leave 
the rest to them 

“LT have seen many thousands of 
pounds utterly wasted doing just 
that,” he added. “Ninety-nine 
per cent of selling agents abroad 
are not knowledgeable on adver- 
tising. There are exceptions, but 
in general such knowledge is not 
something vou can expect a 
selling agent to have.” 

As examples of mistakes com 
monly made by exporters, Mr. 
Cort mentioned: 

Testing sales in U.S.A. without 
real knowledge of the American 
market. In one case known to 
him, the test had been made in 
the wrong place, and conclusions 
were drawn from false premises 
The would-be exporter was pre- 
pared to write off the project as 
hopeless when all that was hope- 
less was his approach to it. 

Ignoring religious prejudices. A 
well-known antiseptic was adver- 
tised in Ceylon as one that 
“killed germs.” The campaign was 
a failure until it was realised that 
to most Ceylonese, who are 
Buddhists, the idea of killing any- 
thing is anathema. Ths cOpy was 


L. B. Con 


changed to “Removes the cause 
of infection,” and it then suc- 
ceeded, 

Rigid adherence to the home 
trade product. The attitude 
especially common in Yorkshire 

was “That's my product and 
I'm not altering it for anybody.” 
British manufacturers would not 
sell abroad with that sort of 
approach, 

Unquestioning reliance on the 
local representative — overseas. 
Exporters should ask themselves, 
“Does he know selling, market- 
ing, advertising? What calibre of 
a man is he?” The overseas 
representative had no monopoly 
of judgment. His opinions should 
be checked and tested by those 
responsible at home. 

Exports should be profitable, 
said Mr. Cort. If not, they were 
not worth bothering with. If 
tariffs were a barrier, exporters 
should not wait for reductions, 
but vigorously go ahead for over- 
seas markets and take them as 
they find them. They could not 
do overseas trading in the hope 
that there would always be an 
easy market. They must be pre- 
pared for snags. If tariff barriers 
were insuperable, British manu- 
facturers should get round behind 
them and arrange for their pro- 
ducts to be manufactured under 
licence in the country concerned. 

*See “News Flashes from 
World Markets,” page 398. 
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Newspapers in tropical Africa will 
be carrying this advertisement on 
Coronation day. It has been pro- 
duced by Export Advertising Service 
Lid. for the United Africa Co., Ltd. 


Pride and pulling 


wer 


The new Army recruiting poster 

“We proudly serve”—criticised 
by “Peterborough” in the Daily 
Telegraph for its apparent lack 
of pulling power, was also the 
subject of a letter by F. Murray 
Milne, a director of F. J. Lyons 
Ltd., in the Telegraph last week 

“This subtle appeal to the 
finer feelings,” he wrote, “is not 
in the least likely to attract re- 
cruits to the Army in peace time 

. The Army, in common with 
the other services, has to compete 
with industry in attracting person- 
nel; therefore any poster it pro- 
duces should emphasise at least 
one tangible inducement.” 


Purchase tax on n pictorial menus 


Following representations by 
the British Federation of Master 
Printers, the Customs and Excise 
have agreed that in future fully- 
printed pictorial menus and pro- 
grammes will be regarded as not 
chargeable with purchase tax 
Hitherto they have been subject 
to tax at 75 per cent (before the 
last Budget, at 100 per scent) 
where the copyright in the pic- 
ture concerned did not belong to 
the printer's customer 

The position of pictorial 
articles Geosian merely the words 
“menu” or “programme” with no 
details of the meal or function is 
not affected. Such articles to- 
gether with other pictorial card 
blanks which have been taxable 
at the rate of 75 per cent remain 
taxable at that rate 


In the case of programmes 
containing pictures designed to 
be removed for separate use, for 
example, souvenir pictures 
loosely inserted or perforated for 
easy removal, the pictures are 
regarded as being separately 
taxable. 


Potential market 
for films 


Answering a question in Parlia- 
ment the Secretary for Overseas 
Trade (Brig. H. R. Mackeson) said 
he was aware that there was a 
large potential market for films 
for television stations overseas. The 
Board of Trade would do every- 
thing in their power to assist pro- 
ducers who tried to cater for this 
demand. 
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Legal ruling 
on status of 


canvassers 


In the Queen’s Bench Division 
Mr. Justice Ormerod has held 
that an advertising agent who 
came on to premises canvassing 
for business was an “invitee.” 

He gave judgment for a can- 
vasser who sued a builder for 
damages for personal injuries 
sustained as the result of a fall 
while leaving the builder's 
premises. 

His Lordship said the plaintiff 
admittedly had not called at the 
invitation of the defendant, or of 
someone on his behalf; he was 
canvassing the plaintiff about an 
advertisement. But jt might well 
have been to the advantage of 
the defendant to consider the 
plaintiff's proposition 

It was said that the plaintiff 
was not an invitee because he had 
called on the defendant at his 
house and not at his business 
premises, and after normal 
working hours. His Lordship 
could not see any distinction 
there. It was clearly not a social 
call. 

The judge quoted the defini- 
tion of Lord Justice Asquith: 

“An invitee is a person who 
comes on the occupier’s premises 
with his consent on business in 
which the occupier and he have 
a ormmen interest.” 

“The mere fact that the defen- 
dant did not wish to advertise in 
the plaintiffs publication did not 
mean that there was not a matter 
of common interest,” said his 
Lordship 


Problem in 


> 
packaging 

Dispatch to Canada and the 
United States of the two-thirds 
life-size model of the Coronation 
coach and cavalcade that formed 
the centrepiece of the Daily Mail 
Ideal Home Exhibition involved 
a uniquely difficult packaging 
job, successfully accomplished by 
Maples Ltd., the furniture manu- 
facturers. 

To protect the delicate hand- 
painted panels of the coach and 
the gold and crimson trappings, 
thousands of sheets of acid-free 
white tissue paper, about a mile 
of adhesive tape, 750 specially 
made wool pads, and 2 cwt. of 
corrugated cardboard were among 
the packaging material used. 

The tableau was bought by the 
Decca Record Co., of London, 
for exhibition at the Rockefeller 
Centre, New York, and in 
Toronto. 


A.B.C. Figures 
July to Dec. 1952 


CAMBRIDGESHIRE TIMES GROUP 
64,246 Si: 


Weekly 


Head Office : TIMES BUILDINGS, MARCH 


London Representative : W. H. WALMSLEY 
69 Fleet Street, E.C.4 
Northern Representative : ARNOLD ELLIS 

64 Cromford House, Manchester4 Tel. Blackfriars 6987 


Tel. March 2368/9 
Tel. Central 9353 


id — _—— een 
ihc 
| es = eee 
: ee | Fi " Leyut Gueelings 
w ' 4 
ik ‘a et | ’ i] 
a ’ 1 
. ee 
ay j 
| ,) 
is pom 
* 
> 
7 
HA 
i 

é — - 

. vs . ie 
ree : es : eo sy ahs he, ae ae: tage ae... A t, 
em sy Vere Pay ee * 7 = * Pe) Ao a aie ene |, 3 Lom Be 7a. sae a ba J ane Pes 

i oes 4 Po Boe Oe aa a oe hy 


May 21, 1953 : ADVERTISER'S WEEKLY 


Youre known 
to the world 


oe - 
| 
} 
} 


vowtsimg the mew 


AUSTIN A40 SOMERSET 
: Ae 


lhrglass on the each 


F, me a th mr we ee 


f 
Sasha Jf C ngland 


The list of subscribers to LIFE INTERNATIONAL EDITIONS reads like an 
international ‘Who's Who’. It contains the names of men and women 
who control the trading policies of business, industry and government in 
many parts of the world. Large numbersof them subscribe to the English- 
language edition which circulates in more than 120 countries outside the 
U.S. and Canada, while many others, in Latin America, receive the new 
Spanish-language edition. These people are responsible for large-scale 
purchasesof capital goods. Their homesare open toall that is best among 
the accessories to fine living. Once a fortnight they see the advertise 
ments in LIFE INTERNATIONAL EDITIONS representing the world’s most 
outstanding Companies and products. An advertising campaign in as 
sociation with LIFE inTERNATIONAL’S other well-known advertisers will 
interest these people in your company or products. The Advertisement 
Director (Grosvenor 4080) will gladly send you further information 


LIFE IN ENGLISH approximately 300,000 
copies in English circulating in 120 countries 
outside North America 


LIFE IN SPANISH) approximately 
215,000 copies in Spanish circulating in 
Central and South America 


These are the INTERNATIONAL EDITIONS 
of LIFE magazine 


TIME & LIFE BUILDING, NEW BOND STREFT, LONDON, Wi 
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‘Great change is coming 
over direct mail’ 


Anstice Brown 
receives London 


Club cup 


To-day (Thursday) C. Anstice 
Brown, former director, Institute 
of Incorporated Practitioners in 
Advertising, goes to the Mansion 
House to receive the Publicity 
Club of London Cup from the 
Club's president, the Lord Mayor 
of London, Sir Rupert De la Bére, 
M.P. After the ceremony the 
Lord Mayor will be chief guest 
of the Club at luncheon at the 
Café Royal. 


The Cup is awarded each year 


for signal services to advertising. 


The citation for this year’s award 
reads as follows: 


Loyalty and devotion 


“Awarded to C. Anstice Brown, 
M.A., barrister-at-law, in recog- 
nition of his services to advertis- 
ing as chief executive of the 
Institute of Incorporated Practi- 
tioners in Advertising 1926-1952. 

“Joining the Association of 
British Advertising Agents, pre- 
decessor of the Institute, in 1926, 
Mr. Brown helped to form the 
resent organisation, of which he 
ecame director. During his long 
tenure of this office he served the 
Institute with loyalty and devo- 
tion, and did much to forward its 
objective of raising standards of 
agency practice. 

“In this way he contributed in 
no small measure to the better- 
ment of advertising generally and 
to the enhancement of its status 
in the sphere of commerce and 
in public opinion.” 


New York store’s 


A Coronation display has been 
helping to sell British fabrics, 
Wedgwood china, and other 
typical British imports at the 
John Wannamaker department 
store in New York, 

The exhibition, the commercial 
aspects of which have been pub 
licised by full-page advertise- 
ments, includes a reproduction of 
the Coronation setting in West 
minster Abbey, the late Rodman 
Wannamaker's collection of 110 
flags of members of the Order of 
the Garter and 75 guild flags of 
City” livery companies, and a 
model of the processional cross 
given by Mr. Wannamaker to 
Westminster Abbey. 

Fabrics displayed included 
royal purple velvet such as is 
used jn the Queen's mantle, the 


The greatest change that is 
coming over direct mail is not in 
its mechanics but in its mental 
attitude, according to Robb Hol- 
land, director, Simmonds Postal 
Publicity, Ltd. 

He told the British Direct Mail 
Advertising Association last week 
that direct mail is now under- 
going the same revolution that 
had brought press advertising to 
its present highly polished state. 
“We shall be thinking more, 
thinking deeper, and thinking 
earlier” he said. 

Time was when a direct mail 
agency would be horrified if the 
client wished to see its list, but 
Mr. Holland looked forward to 
the day when the direct mail 
practitioner would refuse to work 
for the client who would not co- 
operate with him in building up 
a proper definition of the client's 
market. 

Instead of direct mail being 
hought on a “price per thousand” 
basis, the modern approach was 
to consider what could best be 
achieved with the money avail- 
able. 

Whereas there was inevitably 
some “waste circulation” in press 
advertising, Mr. Holland claimed 
that a direct mail list could be 
boiled down until it was com- 
posed of people, 99 per cent of 
whom could logically buy the 
product. It was no longer a case 
of “how many can you mail?” 
but of “how few can you mail to 
reach this market?” 

“The Advertising Association 
conference has revealed a new 
mental approach in all fields of 
advertising,” said Mr. Holland. 
“There is a sense of responsi- 
bility That current is flowing 
strongly through direct mail.” 


Coronation display 


crimson satin that  upholsters 
chairs of State, and the blue vel- 
vet of the Garter robes. 

It is reported that Wanna- 
maker's have served “a typically 
British breakfast” of Welsh rare- 
bit on muffins to music pro- 
vided by the Dagenham Girl 
Pipers. 


Thank-you party 

As a mark of appreciation to the 
press for their co-operation during 
the “difficult space rationing 
period’ Townend-Smith & Hardy 
Lid. held an “At Home” at their 
Hanover Square offices last week. 
Nearly 100 guests were present in- 
cluding advertisement — directors, 
agency's 


representatives, and the 
clients. 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 
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Cai, Sas 


Biro-Swan Ltd. are to start using 
this new mirror display unit shortly. 
1t consists of a special mirror which, 
when lighted from behind, gives the 
appearance of a_ piece of trans- 
parent glass. Behind this is a 
rotating platform holding a number 
of pens. With the aid of other 
mirrors the pens are reflected down 
what appears to be a long corridor. 


Hovis sales 
promotion aids 


This month, New York is see- 
ing for the first time Miles Griffin 


Rotairs — advertising mobiles 
familiar in this country. They 
will be a special point-of-sale 


feature of a campaign being run 
by CPV Inc. on behalf of Hovis 
bread, 

The Rotair consists of nine 
separate units suspended in per- 
fect balance by nylon threads, 
and shows a clown trick cyclist. 
The clown rides only the rear 
wheel of his machine. In one 
hand he carries the front section 
of the bicycle, while the other 
holds aloft a paper hoop. He 
balances a Hovis loaf on his nose, 
and,is juggling with six slices of 
bread, which fly jn sn are across 
the top of the design. As the 
sections weave through the air, 
slices of bread pass through the 
hoop. 

This display will also be seen 
in France and Britain. 


Quakers and 


commercial radio 


The Society of Friends 
(Quakers) is urging the Govern- 
ment to reverse its decision on 
commercial broadcasting. They 
say that they have sympathy with 
the view that monopolies are un- 
desirable but that “private in- 
terest would tend, in itself, to 
become monopolistic since only 
a limited number of advertisers 
could use this form of publicity 
owing to its very high cost.” 


(Showcards) 


Walkers — 
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Archbishop on 
‘bullying ads.’ 


Advertising that “persuades 
people to buy things they 
don’t need” was criticised by 
the Archbishop of Canterbury 
at the golden jubilee con- 
ference of the Institute of 
Directors last week. 

“Is your product good for 
society?”, Dr. Fisher asked. 
“Most of you can say it is, 
but not every product is good 
for society. Is your product 
what it says it is, or is it a bit 
false? What are the ethics— 
because there are some — of 
salesmanship? 

“Still more important, what 
are the ethics of advertise- 
sments which consist very 
largely of persuading and 
bullying people into buying a 
sthing that they don’t need, or 
persuading them that luxuries 
are necessities. Upon my 
word, that is one of the fun- 
edamentally grave threats of 
the modern world: that every- 
body thinks he should have 
everything, and the more 
trivial the thing the more 
eessential it is that he should 
have it.” 


*See “Comment,” page 362. 


Survey of the 


census figures 


How Old, What Doing, and 
How Grouped, are the three 
categories for which population 
statistics are given in Part Three 
of the Survey of the 1951 Census 
prepared by the Crawford Mar- 
keting Service. 

Focuses on age, on occupation, 
and on families, summarised in 
15 tables, give information which, 
it is claimed, replaces a great deal 
of “hunch” by a factual record- 
ing of the who, what, and where 
of the British population. 


‘Royal Progress’ 


Shell-Mex and B.P. Ltd. have 
arranged an exhibition entitled 
“Royal Progress—a pageant of 
royal travel and other paintings” 
at the gallery of the Royal Society 
of Painters in Water Colours at 
Conduit Street. It opened yester- 
day (Wednesday). 

In a foreword to the exhibition 
catalogue Sir Stephen Tallents 
states that Shell-Mex has never 
neglected the practical] demands 
of day-to-day salesmanship. “It 
has cleverly linked with its pub- 
licity the lucid yet lively instruc- 
tion of the consumer. But it has 
had the courage also to find room 
for freedom and gaiety,.” he 
writes. 
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3 out of 5 prefer contemporary 
furnishings. This is the result of the 
vote taken at the Design and Industries 
Association Exhibition recently. Out of 
30,000 visitors, over 18,000, or 60, voted 
for the contemporary rather than the 
conventional furnishings. 


Room in contemporary style 18,188 — 60°, 
Room in conventional manner 12,146 —-40%, 


‘House a Garden 
pioneered | in contemporary 


design in furnishings and 
‘ig largely responsible : 
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OMMEN 


AN ANSWER TO THE 
ARCHBISHOP 


When a left-wing political leader 
attacks advertising, much of 
what he says can be dis- 
counted. As an opponent of 
private enterprise, he is a 
prejudiced party. 

But when such an eminent and 
respected figure as the Arch- 
bishop of Canterbury censures 
certain types of advertising on 
ethical grounds, it is another 
matter. Those in the advertis- 
ing business and they are 
many who accept the moral 
standards he represents are 
bound to take notice. 

Their concern arises, not from a 
sense of guilt (though no one 
would claim advertising to be 
ethically perfect), but from a 
conviction that the Archbishop 
does not give advertising the 
credit it deserves for all it has 
done voluntarily to ensure that 
standards of good social be- 
haviour are observed. 

Neither can they accept the 
Archbishop's thesis that adver- 
tising operates anti-socially by 
“telling people to buy things 
they don’t need, and persuad- 
ing them that luxuries are 
necessities.” 

ect to the 

Archbishop, is only one side 

of the truth, 


A social service 


Luxury and necessity are relative 
terms. As the standard of life 
improves, the luxury of yester- 
day becomes the necessity of 
to-day. It is surely by helping 
to arouse the mass of the 
people to a longing for more 
of the good things of life that 
advertising has played its part 
in bringing about the social 
changes that have made a 
fuller life possible for so many. 
There can be nothing unethical 
about that, 

Advertising does, admittedly, 
create demand for some 
products or services that, while 
desirable in themselves, cannot 
be regarded as essentials for 2 
good life. But is this anti- 
social? The consumer is free 
to choose. That some may 
choose unwisely is no argu- 
ment for denying this right, 

It is no part of the duty of the 
advertising business, or of ad- 
vertisers, to act as a moral 
censor of buying habits. 

Once the consumer loses the 
freedom of choice that adver- 
tising gives him, Britain ceases 
to be a free country. 


advertisement in-- 


Good 
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Grand alliance for PR 


| Hastings ten days ago 


the Institute of Public 
Relations held its annual 
week-end conference. It had 


ittracted distinguished visitors 
from as far afield as France 
and Finland, Holland and the 
United States. 

It was admirably opened by 
an address from Peter Masefield 
and it ended with a stirring talk 
by Edward Lipscomb of — the 
National Cotton Council — of 
America. It was enriched by 
other contributions from outside 
its membership such as talks by 
Denis Forman, the director of 
the British Film Institute, Fred 
Scott, chair- 
man of the 
headquarters 
publicity 
committee of 
the N.F.U., 
lan Harvey. 
M.P., and 
Brig. Gen 
Wade Hayes 

Looking 
back upon 
that busy 
week-end, 1 
find that the 
gathering 
substantiated two of my = im- 
pressions and strengthened two 
of my convictions 

One of my impressions was of 
the increasing importance which 
P.R.O.s are nowadays attaching 
to that side of their work which 
demands the inward reflection to 
themselves and their organisa 
tions of public opinion. Here 
market research, it was evident, 
was being increasingly enlisted 
by the P.R.O., and used also 
both as an advance guard to his 
own work and as an unbiased 
critic of its results. c 

My second and more general 
impression was of the continuing 
development in P.R. work. The 
Conference had brought — to- 
gether that week-end and united 
in free but always friendly de 
bate men from the professions, 
industry and commerce, from 
independent practice, from = cen- 
tral and local government. (It 
amused me to remember and 
contrast my own callow entry 
into the field twenty-tive years 
ago, when it was hard enough to 
find even a single comrade with 
a like riband stuck in his coat.) 

This remarkable development 

and here was the first convic 
tion which our meeting confirmed 

I believe to be due to the fact 
that we live in a world in which 
ideas have taken on unprece- 
dented power, and all those who 
are concerned with the convey- 


Hous€ 


ance of ideas added responsibili 
ties. ‘The development of scien- 
tific research, the growth of 
popular education, among other 
factors, have engendered among 
us new curiosities and new abil: 
ties to absorb ideas. The modern 
press, the film, sound broadecast- 
ing and now television have pro 


GUEST COLUMN 


by 
Sir Stephen Tallents 


president, Institute of Public 
Relations 


vided new media for the convey- 
ance of ideas 

Our present need is for a 
thoroughly modernised system of 
communications which will em 
brace both old and new media. 
Such a new system is developing 
hefore our eves. 

The second conviction which 
that Conference confirmed was 
my belief that the eye has taken 
on in the modern world a new 
importance The early docu- 
mentary films, which Mr. For- 
man showed at the Conference, 
reminded us that this country 
had taken the lead in at least one 
form of visual appeal. 

But on the whole those media 
which appeal to the eye seem to 


@ The publication of pre- 
midnight editions during Coro- 
nation Week, and particularly 
on June 2, is being considered 
by a number of national 
dailies. 


@ Some newsagents are pro- 
posing not to remain open 
for the sale or delivery ol 
evening newspapers on 
Coronation Day. But the 
National Federation ot 
Retail Newsagents is mak- 
ing efforts to persuade them 
that they have a public ser- 
vice to perform by staying 
open. 


@ The big battle brewing be- 
tween breakfast cereal manu- 
facturers is likely to develop 
into something second only in 
size to that of the soap war. 
Appropriations are soaring 
with the introduction of new 
lines. 


me to have received less study 
than some others. The march of 
television and the approach ot 
the three-dimensiona! film under- 
line the growing significance of 
all such media— posters, shop- 
window dressing, exhibition and 
show room displays and models 
prominent among them 

Lastly, the Conference demon- 
strated that, in the giving of full 
effect to the revolution in 
methods of communication which 
the modern importance of ideas 
demands, the public relations 
officer is one element in a grand 
alliance which includes a wide 
range of other callings 

1 attempt no complete roll 
eall; but that alliance embraces 
at one end of the scale those 
who are concerned with the inter- 
national exchange of ideas. It 
includes the journalist, the adver- 
tiser and the advertising agent; 
the personnel manager and the 
librarian; the market research 
worker and the artist. It should 
enlist the foreman guiding the 
men who work under him and 
the shopkeeper meeting the 
housewife at his counter 

Our Conference seemed to 
point to, and indeed to promise, 
yet closer relations between 
some, at least, of these various 
fellow workers than have hither- 
to always been achieved 


@ Several large brewers are 
planning to extend their dis- 
tribution areas. Provincial 
newspapers will reap_ the 
benefit of heavy launching 
campaigns. 

@ Some advertisers will be tak- 
ing advantage of the post- 
Coronation advertising lull to 
jump in with heavy campaigns 
while competitors are taking 
a “breather.” 

© Announcement is expected 
soon of colour television for 
Britain. Commercial inter- 
ests are anxious to develop it 
aS soon as possible for ad 
vertising on the new com- 
petitive programmes. 

@ Sweets sales are steadying 
after the initial rush 
which followed de-rationing. 
There will be extensive pub- 
licity for most well-known 
brands in the autumn. 
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Meet JEMIMA CULV 


Like ALL CONSTANTLY CORRESPONDING AUNTS, Miss Jemima 
Culvert needs a crisp, square-cut envelope* to put a P.S. on the back of. 
It is not enough, she feels, to wedge a spidery afterthought into every 
margin, to fill at least one sheet from South to North as well as from 
East to West, to detonate special announcements in heavy black 
frames beside each page-number or to append the accepted quota of 
purely internal postcripts. 

She must also reserve something 

for the stop press. 

In this, Miss Culvert is the victim 

of a powerful and complex moti- 

vation. For one thing, she loves 

to code: such messages as “M. 


burst this a.m.’ or “What price 


!!”? have the intriguing property of meaning something to her correspondent, 


oysters NOW 

but nothing to the postman, For another, she has been brought up to eschew waste, and 
a blank rectangle of toothsome paper going inkless into the pillar-box is repugnant to her. 
Lastly, with every extra-envelopial 
phrase she experiences a thrill of 

wicked delight, being convinced at heart that such inscriptions are 

entrely illicit, and will ultimately result in a personal rebuke from the 

Postmaster-General. 

Until that happens, like all constantly corresponding aunts, Miss 

Jemima Culvert will continue to need a crisp, square-cut envelope to 

put a P.S, on the back of. 


* A RIVER SERIES for preference. A well-constructed Jordan Azure 


Wove would be a positive gem for Jemima, our fictitious Aunt. 


There are several teatures that distinguish River Series trom 
ordinary envelope s —their smart modern “Square Cut a 


ippearance —all have generous gumming of flaps and 


\ 
\ 


a 
\ 


wide overlap of seams to provide security — and all are 


nade from British high-quality papers. Your local Stationer SAMPLE BINDER 


or Printer will readily arrange supplies. 


NAME 


FIRM 


River Series envelopes 


THERE ARE OVER 260 different sizes and 


ADDRLSS 


daacaeacseaeges 


hapes of Manilla, Cream Laid, AW2 
Air Mail, Cartridge and Parchment envelopes in the * River Series * range 
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ADVERTISER'S WEEKLY 


DURABLE WEATHER RESISTING 
PLEASING PERMANENT COLOUR if 


ROBERTS 


23 QUEEN ANNE'S GATE 


TELEGRAMS QUARINERS, PARI. LONDON 


REDGRA | 


a 


7, 

} <i. 
bs y 

, 


(WESTMINSTER) LIMITED 


WESTMINSTER - SW 
TELEPHONE YYHITEMALL 3645 (6 LINES) | 


into the same amatory§ error 
from time to time, and that a 
great many more would do so if 
they had no advertising agents to Ideally, 
advise them 


poster—or was it a painted sign” 

with the words: “Say Bollo he read by 
and I asked = never heard 
myself, “Why? Who says so? 
What is there in it for me?” If 
the poster has said “Say Boo to 
a Goose” it could scarcely have = gimost excusable to say “My _ prising 
been more meaningless. 

On the back of this month's 
Lilliput there is a picture by ing stout, 
Ronald Searle of a man waving 
his cap to the Coronation pro for any possible shadow of — in his element at such a task— 


“At a glance, what do you imagine ‘Redgra’ 
represents?” 


HO first made the bon cession. He 


mot about the non-adver- 


every week, 


The man who doesn't adver- 
tise iy like a chap who winks 
at (not kisses) a lady in the 


It seems that advertisers fall 


is almost 


your Builder,” 


WINKING IN THE DARK! 


yellow suit and near him are the flatness, 
tiser and the lady in the dark? ™ystic words 
Memory is fickle, but I think 
I first heard it from Reginald 
Askell or Louis Kaufmann 
while I was still a schoolboy. | 
certainly believed that it was 
spontaneous, and so did every- 
one else who was in the Ald- 
wych Club that day. Since 
then I have heard it in a hun- 
dred after-dinner speeches, 
ind it is invariably misquoted. 


pictures, of course, than at the known 
ugly uninviting script. But even sir?” but practically 
without the pictures this surely ' 


goodness, my 
once in a way 


should make sure there's no room 


Ideally, one should always 

imagine that every advertise- 

ment or piece of printed 

matter one produces is going 

to be read by people who 

have never heard of you 
or your product. 


writes 
COPYTASTER 
in his 
REVIEW 
of 
ADVERTISING 


wears a bright Copy of fantastic 


M c without 
Lemon Hart. even a picture to 


Perhaps the advertiser has dis- cheer things up. 
covered from a market research Life and 
that 99-66 per cent of the literate needs to be 
population knows what he makes. into an 
But old people die and several 
thousand children learn to read 
so that if he goes 
on like this the percentage will 
soon suffer a significant decline 

At first glance what do you 
imagine “Redgra” represents in 
this advertisement from the 0uhrt, any possible doubt what- did you ever read The Grand 
annual handbook of the Football  ¢¥e’. 
Association? 
said “sports clothes, I imagine; 
but it could be almost anything.” 


dark, He knows what he is gp ge , 
doing, but nobody else does. e locked munch hacder at the 


charm 
put 
advertise- 
ment of this kind. 


Mrs. Copytaster 
applies to slogans, 


classic example 


of winking in the dark. * * 


should always 


product. After vou have spent a couple of dozen 
a couple of million pounds on 


Guinness,” just behind him, he 
without mention- 


=. TODAY Dhue 
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COME SHOPPING in 
— STREET . 


The same warning, incidental! 

ue won't rr is ever likely to be given his 
happy till he gets it” was once a “ ' 
comedian’s catchword as well b¢ came from the general to the 
as “Can I do 


remembers what it advertised. 


a complete 
street to advertise has a difficult 
people who have task. Given a completely 
of you or your hand to write a series of about their hearts they would cry: 


( — STREET, EDINBURGH, with us 

long-established family businesses, its pro- 
gressive shops and public services, and its reputation 
for quality, value, and personal attention, is a 
unique, convenient, and a complete shopping centre. 


THE G” PLAN IS THE NEW IDEA 
at MARTIN & SON 


Thos ts @ feally exctung new ides gene or 
. 


for those setting up he “re ma “eau ally io -—'s 
furr a room. or for 
Th tradivona 
r eG” Plar 
. tin end Son 
dinburan. Lid. 63 George Stree 

Phone CEN 4744 


A SPECIAL CHOICE OF BURGUNDIES p 
DYMOCK HOWDEN'S 


We er 4 splendid select: 
tu jen it 


NEW NYLON SHIRTS 
at GREENSMITH DOWNES MAN'S SHOP 


There ore siso J Jacke's Street. Phone 3iu8 
NEW IDEAS FOR HOUSE SECURITY . 
at BELL DONALDSON’S 


All over the country householders conforming vith insurance Com 
any requirements. af 


cost 135 


li 
Pn Ean 3028s 
LABOUR- SAVING WITHIN THE REACH OF ALL . 
at the ELECTRICITY SERVICE CENTRE 


locks, all 8i George Street 
ve all these 


, ee om an 15 

. i ‘ mon Saturda at the Elec 

average pocke The Serviee y Servi co Centre 131 George 
e e staff take a reali pleasure Sireet Ph CEN 6824 


at GEORGE WATERSTONS 


A coerce we are wedding coke boxes and. for a 
n e rece 


SHOP In GEORGE STREET FOR 


COURTESY a PERSONAL SERVICE 


SPONSOKEO BY Trt CHORCH STREET aASLOC A ye OF = =1OING US 


Babylon Hotel? 

But of course no copywriter 
head in this way. The moment 
you now particular and wrote about one 
* nobody SMOP, or even one beautiful and 
exciting article of merchandise in 
one shop, jealousy would raise 
* its head. The shopkeepers 

might know well in their minds 


imagine that every poster, every ON THE PACE of it the copy- that any advertisement that 
Only the other day | saw a advertisement or piece of printed writer who is given 
matter one produces, is going to 


brought crowds to one shop 
would bring extra prospects to 
free their windows, too, but from 


“reader” “Why write all that about Joe's 


advertisements to be run for two shop? What about me?” 

advertising a product it may be years and with a really enter So the advertising committee 
public relations campaign of George Street, of Edinburgh, 
surely could 
clothe the street in a magnificent 
until then you aura of interest and romance. 
Arnold Bennett would have been 


probably took a wise course in 
dividing its space and allowing 
the subscribers to have their say 
in equal quantities. At least there 
should be no squabbling, and 
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BURSTING A LETTER BOX 


Early in the morning of Monday, 
May 4, the letter-box was forced off 
the inside of the front door at the 
offices of Graham Farish  Ltd., 
Bromley, Kent. 

Letters were piled up on the floor 
behind the door. Nothing apparent- 
ly was missing. No one had broken 
in, and there was no one in the office 
| at the time the box was forced from 
the door—- approximately 7.30 a.m. 

This was in fact an “ inside job” 
done from the outside. On May | 
the new Graham Farish fertilising 
tablet “ Plantoids’’ was announced 
in a full back page of the Radio 
Times, followed by pages in the 
horticultural press on May 2. 

The postman had pushed so many 
letters into the box by Monday 
morning that the screws holding it 
to the door were pushed adrift. 


(W.P.N. May 15, 1953) 


By kind permission of the Editor of 
World's Press News 


Ail enquiries to: 


HEAD OF ADVERTISEMENT DEPARTMENT 
B.B.C, PUBLICATIONS, BROADCASTING HOUSE, W.1 
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Review of Advertising 


continued 


perhaps as time goes on they 
will co-operate in all sorts of 
ways to make the street more 
popular and populous Bul 
wouldn't it be possible at least 
to have an editor or copywriter 
who could write the whole thing 
from the shopkeepers’ briefs? 
If the advertising goes on very 
long with copy of such fantastic 
flatness aS we have in this first 
effort without even a picture to 
cheer things up, the newspapers’ 
subscribers will soon be going on 
strike or offering to pay a penny 
extra for the pleasure of not 
reading the George Street adver 
tisements 

In a co-operative campaign like 
this it is essential that some 
strong man or very small com 
mittee be given full powers for 
at least a year and then be left 
to get on with the job without 
continual grumbling and question 
ing. The first thing that it should 
do at George Street is to put life 
and charm into the copy. It can 
be done; all that’s needed is good 
will, There's probably a writer 
on the newspaper's staff who 
would do the job once a week 
for a few guineas. He might 
even write the advertisement in 
the form of a reporter's story 
instead of a series of advertisers’ 
boasts about themselves An 
excellent) writer called “Shop 
Hound” in Vogue does this very 
well. The George Street Asso 


ciation would do very well to 
bang a few “saxpences” on some 
back numbers and read her 
articles, 

¥ % * 

\ BIRMINGHAM reader ts 
alarmed lest his wife buy some 
garments called Ludlow Denims 
Under the headline “The Denim 
Story, by Ludlow,” he reads this 

“Denim—this season's top 
fashion news--and no wonder. 

A fabric that looks right, feels 

right, and will wear out the 

washing machine. See how 

Denim should he styled 

etc., etc.” 

His washing machine, he says, 
cost nearly £80 while a Denim 
frock is three guineas. The copy- 
writer is hereby sentenced to 
write out the word “outwear™ in 
her best copperplate 500 times. 

* ¥ * 


SEVERAL READERS have sent me 
this advertisement for Wall 
Crust, which makes me think that 
it must have excellent attention 
value, I imagine that the visu 
aliser has no illusions about its 
almost unique ugliness, for such 
an effect must be quite difficult 
to achieve. Stunning is the only 
word for it. 

What interests me even more 
than the layout is the copy. What 
is Wall-Crust? Is it a paint, a 
distemper or what? Is it’s main 
job the killing of flies or the 


“Stunning” is the 
only word for this 
advertisement. But 
what is “Wall- 
Crust’? And what 
are we to under 
stand by the open- 
ing sentence’ if 
you want people to 
send money it is 
impossible to ex- 
plain too carefully 
what they will get 
in return 


Wall rust adheres to 7 firm surface, even to candles Ides! for good or badly 
all Crust 


cracked and pitted wells 


square fert approa per 7 Ib 


Lilac, Old Gold, Duck E 
Pink, Oyster, Saimon Pun 


fo DEVON PAINTS LTD (Dept #92), BARNSTAPLE, DEVON 
Please send free trial box (coverage 12 sq ft) for which Lenciose Is 1 for 
postage and packing 


NAME 


ADDRESS 


Send stamped addressed envelope for free leaflet, Regret o jour chart available 


is treated with DT and kills Mes Coverage 
carton, 14/9 post free COLOURS, (ream, Eau-<de Nil 
Blue, Paice Blue. Pale Green Sunshine, White, Brscunt, Deep 
Apple Green, Prumrose, Milk Chocolate, Sky Blue Blush 


eure COLOUR 


hy SAMPLES SUPPLIED WIT HLT (OUP 
LS CS 


covering of cracked and pitted 
walls’? Above all, what are we 
to understand by the opening 
sentence: “Wall-Crust adheres to 
any firm surface, even to 
candles?” 

It may well be that the adver 
tisement was a success, for mail 
order is full of surprises. But 


if I wanted people to send me 
Is. 6d. for a free trial box I 
should have a great deal less 
picture and lettering and lot more 
explanation. If you want people 
to send money it is impossible 
to explain too carefully what they 
will get in return and = what 
benefits it will bring them. 


PRINT 


REVIEW 


VEN in this year when a 
4 Jot of print producers are 
making a special effort | do 
not expect to see another job 
so perfect in’ planning and 
execution as a book entitled 
The Great Barmote Court in 
the Duchy of Lancaster. 

The Great Barmote Court has 
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By BRIAN HILTON 


A book for collectors of fine print 


sat since the beginning of the 
fifteenth century to adjudicate on 
matters affecting the lead mines 
of part of Derbyshire. It. still 


7% J 
a | 
, Ah, us An excellent idea. 
aie But the cover has 
“ ’ 
-™ a crude design 
« 


Cheap presentation 
may detract from 
the book's influ 
ence when it lies on 
the hoard room 
table. (See page 


sits, though its impressive cere- 
monies now embellish merely 
formal business. In 1852 Queen 
Victoria ratified by statute the 
medieval laws and customs of 
the Derbyshire lead mining in 
dustry. This provided an oppor 
tunity last October for a centen 
ary celebration. The Great Bar 
mote Court sat with full pomp 
Among the ceremonies Was the 
presentation to the Queen, 
through Sir Norman Warwick. 
the Clerk to the Council of the 
Duchy of Lancaster, of a medal 
struck in lead 


Ihe lead for this medal was 
smelted by H. J. Enthoven & Sons 
Ltd.. who instructed their adve: 
tising agents, Scott-Turner & 
Associates Lid... to produce a 
book to commemorate the centen 
ary of the Court, and record ther 
own part in the development of 
the lead industry 


The book really is a superlative 
effort. It is lush without being 
vulgar, since all its elements are 
carefully matched Its dimen 
sions are 94 in. x 74 in. A dust 
jacket of satin finish translucent 
paper protects a handsome cover 


of white leather cloth, wadding 
backed, and embossed in crimson, 
End papers are of crimson grained 
cover stock, a dramatic contrast 
with the white cover. The paper 
is a bulky cartridge, which could 
be a drawing cartridge, and which 
has a pronounced grain on one 
side and is smooth on the other 


On this stock and here both 
courage and experience are evi- 
dent- half-tones have been 
printed. Some are reproductions 
of old documents for which the 
rough surface is ideal, but there 
is also a photograph of the medal 
in its case which has been re- 
produced with sufficient detail but 
with a softness that is most 
attractive. lillotsons of Bolton 
are to be congratulated on the 
result; it as as good as litho and 
even reminiscent of collotype 
Towards the end of the book 
half-tones printed on art paper 
are tpped on 


Had the designer decided to let 
himself go with exotic typography 
he might have been forgiven 
though he might have spoiled a 
book which now is just right for 
its purpose. Wisely, however, he 
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TWO IMPORTANT ANNOUNCEMENTS 


“AWARD” ADVERTISING SERVICE 


(LIMITED) 


Controlling : 
Abergavenny Billposting Co., Ltd. Ludlow Billposting Co. 
Cinderford & Forest of Dean Billposting Co. “ecg a apa we, ag 
i oss-on-Wye Billposting Co. 
Cotswold Poster Advertising Co., Ltd. Salisbury Billposting Co., Ltd. 
Devon & Exeter Poster Services Ltd. 


i Swindon Poster Advertising Co., Ltd. 
Dorset Poster Advertising Co., Ltd. Western Publicity Co., Ltd. 
Hereford & Monmouth Advertising Co., Ltd. Etc., Etc. 


(!) H. E. ALBANY WARD. cor once: 


begs to advise all his Friends and Clients that he has appointed 


MR. A. L. CARTER Officer of 8.1.c. 


Head of the Rail and Property Section of the Commercial Advertisement Division of British Transport Commission 


AS MANAGING DIRECTOR OF THE “AWARD” GROUP OF COMPANIES 


Clients and Advertisers can be assured of the same faithful and reliable service as heretofore 


ALBANY WARD First Established the Reliable ““AWARD”’ SERVICE at OXFORD (The Oxford Billposting 
Co. Ltd.) in 1900 and has maintained the High Standard Established there for 53 years. 


ALBANY WARD is a PIONEER 


of HONEST, MODERN METHODS in POSTER ADVERTISING and has 
always aimed to raise the status of Poster Advertising. 


(2) Aliso to announce the RE-OPENING of our 
LONDON OFFICE (Closed in 1942 due to war and paper control) at 


18-20 YORK BUILDINGS, ADELPHI, W.C.2 


FIRST FLOOR—Adi)joining Interoffice Telephones Ltd. Charing Cross Tube Station 2 minutes 


Also London Offices for the 


SALISBURY PRESS LTD. “ciotrncion® 


NEW AND MODERN METHODS 


‘POSTER’ SPECIALISTS 


SILK SCREEN PRINTERS COLOUR SPECIALISTS MAGAZINE PRINTERS 
LET US QUOTE YOU 


TELEPHONE (For Both Firms) TRAfalgar 3824 


By Courtesy of Interoffice Telephones Ltd. 
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Copy chief wi: 


I0/-a week tospare! 


Odd, isn’t it, that we who spend our lives some months 
ahead of the game so often neglect to plan ahead for 
ourselves. And yet there are so many ways in which a 


small regular saving... even 10/- a week ... can help 
one to meet life’s urgent financial needs. For example 
the Canada Life Savings Plan will 


Fe 
*® Guarantee a Life Pension or a Lump 
Sum (or both) at age 55, 60 or 65. 
*® Guarantee an income for your 
: family if vou do not live to retire- 
it ment age. 
al 
b.| 
a * Provide funds to clear a mortgage in the event 
Ls of vour untimely death. 
“Life's urgent finan ial ‘sont . 
In many other ways, too, clever planning can assist one 
over the rough road of life without need for great sacri- 
4 fices in the present. Worth investigating, isn’t it ?—and 
. so you, Who have devoted so much of your life to inviting 
a people to fill in (or out!) a coupon, are in your turn 
% invited to do just that thing—and (in the ap- 
a propriate words) to do it today—-NOW! 
ay 
- RO eistetidabinteadichanei sctnnschidaad 
* I iain asses eclipse ionesodonsl 
ri 
2 
4 (ani d lif COSOrccceecccccescccosesecesonscecesoseccceccocescesescossccccccssececces 
% na a i e Age Occupation 


ASSURANCE COMPANY 


Est. 1847. Incorporated in Canadas 
as a Limited Liability Company 


2 ST. JAMES’S SQ., LONDON, S.W.1 


TO HELP YOU OVER THE ROUGH ROAD OF Litt ; 


Print Review—continued 


| decided to keep his type design 

simple. The whole book is set in 

Plantin 110, embellished only by 

sparing use of decorated initials. 
This is, indeed, a book for the 

| collector of fine print. 

* * * 


MISUNDERSTANDING — between 
personne! working on the factory 
| floor and management is a world- 
wide malady. In the United 
States the problem is 
tackled by the Advertising Coun- 
cil of America in several ways, 
including the production of a 
booklet The Miracle of America, 
of which more than two million 
copies have been distributed. 

Since Britain has no_ exact 
equivalent of the Advertising 
Council of America, and since 
neither the Advertising Associa 
tion or the Federation of British 
Industries has put this problem 
at the top of its programme, Aims 
of Industry Ltd. has offered in- 
dustry its help. In a quarto book- 
let they state the problem briefly. 
For example, on the question of 
dividends for shareholders they 
quote a company chairman as 
saying: 

“If each one in the company 
had to bring his ‘tools’ with 
him, or the money to buy them, 
then to build plants and run 
the business each would have 
to come along with about 
£8,000.” 

The book then shows how nine 
big companies tackle this prob- 
lem of explaining to the em- 
ployees what happens to the 
money and offers the services of 
Aims of Industry 

An excellent idea. But I am 
wondering whether the booklet ts 
| up to its job. The front cover has 
a crude design and the inside 
typography is completely without 
distinction, Extravagant design ‘s 
not necessary but top level man- 
| agement is, by and large, accus- 
| tomed to certain standards of 
| decoration and presentation. The 
| 
| 


“cheap” presentation of this 
| booklet may Jetract from its in- 


being 
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RADIAC TIMES 


VJ Tithe 


a perce 


nome 


Ingenious idea that “clicks.” 


fluence when it lies on the board- 
room table. 
+ * * 


INGENIOUS ideas that “click” 
are not easy to come by. One 
that does is a royal 1l6mo. 12- 


page booklet produced by Gar- 
lands for Radiac men’s wear, in 
imitation of Radio Times. The 
title Radiac Times is in the same 
condensed bold Egyptian as 
Radio Times. Most pages carry 
a pencil drawing by Tom Heppell 
(of Garlands) of a garment, with 
headlines such as “Smartness 
While You Work,” and “Bedtime 
With Radiac.” 

The job ts inexpensively printed 
offset in one colour 

* * * 


IN sustice to G. E. Johnson, 
Margate’s publicity manager, I 
pass on the essence of a letter he 
wrote to me after reading my 
comment on Brighton's guide. 1 
then reported that Brighton was 
spending £2,000 on its advertising 
in the first three months of the 
year, and that in January they had 
a record number of inquiries for 
the month of 6,990. 

Mr. Johnson tells me that the 
amount spent by Margate during 
the first three months of the year 
is half that of Brighton at £1,000, 
and that in January Margate had 
10,029 inquiries—a record. 


How the replies came in 


| 

| 
The graph reproduced here Alison Grey's “Buy Lines” feature 
| shows the response to a free offer in Reader's Digest last January. 
of a cake of Cida] soap made in An interesting point is the recur- 
960 rence of a_ peak, 
| | Replies to sample offer of smaller than the 
| 7 CIDAL SOAP first, in the second 
a= made in month. This is be- 
| wife THE READERS DIGEST lieved to be indica- 
ve (January Issue) tive of a fresh im- 
= Buy Lines by Alison Grey pact upon readers 
| TOTAL who have had the 
|p Digest passed on to 
is WOMEN _ them by friends. 
ls Some other maga- 
: ee Se 5 a ee aca zines, when analvys- 
t i nn ing replies to ad- 
“ ae vertisements, have 
2892822, RAR BB BB. observed a similar 

| 1953 WEEK ENDING ouiiimenes. 
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THYHE Continent of Australia, 

in area, 1s nearly thirty- 
Iwo times the size of the 
United Kingdom, and is ap- 
proximately the size of the 
United States. 

Only 84 million people, less 
than the population of Greater 
London, live in this vast country, 
and 58 per cent of them live in 
the six capital cities 

Each of the five States, and the 
Island of Tasmania, have their 
own individual rail gauges. The 
climate of each State varies con- 
siderably, temperatures ranging 
trom summer levels of 80 to 110 
degrees, with frequent periods of 
high humidity jn the region of 
9O per cent, to winter tempera 
tures of 40 to 45 degrees. Climatic 
conditions have a_ considerable 
influence on consumer buying in 
a number of fields, although 
habit has a stabilising effect to 
some degree, 

It is interesting to note that 
curing periods of excessive heat. 
the demand for red meat in- 
creases rather than diminishes, 

The 84 million people living 

in Australia enjoy the highest 
wage levels of any country 
with the exception of the 
United States and some parts 
of Canada. This enables them 
to establish themselves clearly 
as among the largest per capita 
consumers in the world of 
such products as soap, break- 
fast cereals, confectionery, ice 
cream, canned goods and other 
products. 


In one year the enormous sum 


A Reviving Market for British Goods pave Fs 


AUSTRALIA 


AN ‘ADVERTISER'S WEEKLY’ SURVEY 


, 


Rh A INE IIB EGE Rc. 


MARKETS AND MEDIA 


Sound economy, high wages make 
Australia an expanding market 


By JUSTIN POWER, Managing Director of A. C. Nielsen Ltd., 
marketing research consultants 


of nearly £2,000 million was national companies, who — find 
spent in the following manner Australia a very profitable 
tA Millions 
Groceries , 185 9 
Other Food (including Cafes) 245 13 
Chemist Sales (including Free Medicine) 4§ 2 
Confectionery 0 4 
Clothing, Drapery, Footwear, etc 32 17 
Hardware, China, etc. 132 7 
Furniture, Floor Coverings 8? 4 
Newspapers, Books, Stationery ‘3 } 
Motor Vehicles, Parts, Tyres. Petrol, ete 335 17 
Other Goods 460 2 
Total £1.920 100 
This makes Australia a very market 
attractive market for the English Marketing research has con 


manufacturer, either on an agency 
hasis or, better still, as a manu 
facturer in Australia 

Because of Australia’s close- 
ness to large Asiatic markets, and 
also because of its high home 
consumption and potential ex- 
port business to the rest of the 
sterling area, Australia may well 
be a manufacturing centre which 
is SO important that English in- 
dustry cannot ignore it as a 
future base of operations 

Before any manufacturer de- 
cided to open on an agency or 
manufacturing basis in Australia, 
a great deal of time and the bulk 
of the hazards can be removed 


by the scientific study of the 
sizes of the markets existing in 
Australia, together with an 


analysis of the commodities and 
brands holding volume 


Although industries in Aus- 
tralia are comparatively new, 
they are extremely aggressive, 


and a large proportion of the 
business is already held by inter- 


tributed a great deal to the estab 
lishment and development of 
these industries, and in Australia 
takes the form known to most of 


you in England 

Marketing research in Aus 
tralia falls into two broad cate 
gkories 

1. Quantitative research: ‘This 
measures factually the — size, 


disposition and distribution of 
the consumer market on a 
tonnage and money basis by 
the Retail Store Audit tech 
nique 

Qualitative research: This em 
braces questionnaire type of 
research, and confines its acti 
vities largely to finding out con 
sumer preferences 


I! 4 


Quantitative research 
Ihe retail store audit method 
gives existing and intending in- 
dustry in Australia the following 
information every sixty days 
1. The size of the total *con- 
sumer market by specified 


product class, pry 
by package — size 
volume and tonnage.) 
2. Purchases by retailers, 
%. Retailers’ stocks 
4. Distribution out of stock, net 
effect of distribution 
5. Displays 
6. Retailers’ selling prices 
Retailers’ gross profit 
All these data are broken down 
into five geographical areas 
Area 1. Queensland 
2. New South Wales 
3. Victoria and Tasmania 
4. South Australia 
‘ 


brand and 
(Money 


Western Australia 
Further break-downs in. these 
data are capital cities versus 
country towns and rural areas, 


in addition to 
/ ood Index 

a. Multiples 

b. Large independent stores 

c Small independent stores 

d. General stores 
Drug Index 

a Large chemists 

b. Small chemists 

These vital sales purchases and 

stock data, with dis 
tribution and information 
which has been recorded over the 
past three years, give intending 
English manufacturers in) Aus- 
tralia factual data on which to 
base 


together 


other 


1. Policy decisions for establish 
ment 

2. Policy decisions on marketing, 
both long-term and short 
term 

3. Day-to-day decisions on sell 


@ Continued on page 371 
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May 


oe Probably half the annual 


> = Ka @ £42.000,000 were spent in 
pa aaa _ — ? 
wealth of NSW. is pro- | Pa 

~ 


4 f + on ir 4.900 shops in a_ single 
4. pvt in, vear--convincing testimony 
uy ‘ to the purchasing power « 
‘ 7 this community 


duced in the States North 
North West, and Northern 


Unshaded part of 
above map of NSW 

shows where the Asso- 
clated Northern Dailies 


circulate 


Essential To Every National Advertiser 
Interested In The Australian Market! 


THE FIVE GREAT DAILIES 
OF NORTHERN NEW SOUTH WALES 


Their undoubted power to mould public thought 


see that your plan is a worthy one. Remember! 


and public opinion in this field is paralleled by You can increase your spending and profit 
their power to sell your goods to the 400,000 accordingly. If you are not using these mediums 
inhabitants. you should remedy the omission NOW. Here 
If you now advertise in the great dailies of A.N.D. are your papers! 
“THE NORTHERN DAILY LEADER,” TAMWORTH; “THE DAILY EXAMINER,” GRAFTON; 
“THE NORTHERN STAR,” LISMORE; “THE MAITLAND MERCURY,” MAITLAND; 


“TWEED AND SOUTH COAST DAILY,” MURWILLUMBAH. 
For further details apply to: 


ASSOCIATED NORTHERN DAILIES 


Robert Jackson, Manager. 
WARWICK BUILDING, I|5 HAMILTON STREET, SYDNEY, NEW SOUTH WALES 
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Australia 


Gaps in production offer unrivalled 
chances for U.K. manufacturers 


NV ARKETING in Australia 
presents the U.K. manu- 
facturer and exporter with 
great problems and opportuni- 
ties arising from uneven spread 
of population over a vast land 
mass, a striking individualism 
in tastes, making popular 
fancy eager to try something 
new and different, and the fact 
that the Australian economy 
is subject to severe and rapid 
stresses arising from outside 
world developments. A _ fluid 
and expanding economy has 
produced fluid and constantly 
changing consumer appetites. 

U.K. marketing techniques must 
be guided by the long-term 
economic changes now being 
shaped on the political level for 
the continent. These changes 
mean a slowing down of certain 
phases of secondary industrial 
expansion and the building up of 
primary industries. 

The Commonwealth's deterior- 
ating balance of payments 
position which was responsible 
for the drastic limitations on 
imports of goods from the U.K. 
are only a passing phase aimed 
at making the nation live within 
its income. 

The nation’s policy-shapers in- 
tend to proceed vigorously with 
their plan to slow down produc- 
tion in certain non-essential fields 
of manufactured goods and step 
up food production. 

This development will unfold 
unrivalled possibilities for U.K. 
manufacturers called upon to 
meet production gaps. 

The great bulk of al] manu- 
factured goods in Australia are 
fed through big wholesaling 
houses to retailers and this fact 
that so many varieties of middle- 
men stand between the manufac- 
turers and the consumer—tends 
to blur the picture Australians 
have of their own manufacturers. 
This makes it easier for overseas 
competitors to get a strong foot- 
hold in the Australian market by 
the long-term and prestige type 
of advertising that most U.K. 
manufacturers favour. 

The Australian is a tremendous 
“window shopper’ and, with high 
per capita bank savings following 
on a post-war period of record 
prosperity, wil] be a solid buyer 
for many years to come. 

With eight million inhabitants 
scattered over the earth’s largest 
Continent (65 per cent of the 
people live in the six capital 
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By FRANK GOLDBERG, Governing 


Director, Goldberg Advertising (Aust.) Pty. Ltd. 


cities), and with wide extremes of 
climate conditioning buying 
needs, it is plain that sales cam- 
paigns must rest on a_ solid 
foundation of fact and need if 
they are to succeed, Fortunes can 
easily be thrown away by U.K. 
firms publicising goods at the 
wrong time or in the wrong 
place or allowing goods to pass 
through to inadequate or in- 
different distributing channels. 
We, in Australia, have available 
over 500 general daily and weekly 
newspapers and hundreds of 
magazines and periodicals. The- 
oretically this wealth of media 
poses a colossal problem at the 
outset of any proposed campaign. 
Actually, however, the advertising 
agencies cut this field down to 
about 40 or 50 publications in 
conducting a comprehensive 
national campaign. But the fact 
that so many publications do 
exist, each with its convincing 
specia] talking points, constitutes 
a veritable bog for careless feet. 
Successful marketing tech- 
niques in Australia to-day must 
be guided by full knowledge of 
the difference in outlook and 


need between State 
and country and city. 
the national sentiment is domin- 
antly pro-British, there are 
pockets of outlook which must 
admire the American approach. 
Again, geographic remoteness 
and world factors have activated 
a sharp and distinctive pro- 
Australianism which runs counter 
to the other two sentiments. 
Successful sales campaigns must 
have foreknowledge of these 
features of the Australian scene 
while resting upon the basic fact 
that any handful of Australians 
taken at random from any part 
of the continent, would think, 
act, hope and want along pretty 
much the same as would a hand- 
ful of human beings lifted from 
anywhere in the British Isles. 
Both groups would react much 
the same to sales campaigns. 
Another important fact favour- 
ing the U.K. manufacturer and 
exporter seeking the Australian 
market is that Australia’s trade 
with the U.S. is down to a mere 
trickle, and is likely to continue 
so while the British Common- 
wealth nations win their common 


and State, 
Although 


fight to restore the whole struc- 
ture of sterling. This puts the 
UK manufacturer-exporter in the 
box seat with the Australian 
buying public, and any consider- 
able feeling of nervousness such 
manufacturers might show will 
quite easily open the way to 
Japanese and German competitors 
when the sterling group has 
set its balance of payments 
problem in order, 

It is essential for firms to have 
first-hand information and con 
ditions on the spot. The old 
idea that it is possible for a 
businessman silting in London, 
Leeds, Manchester or Sheffield, 
to run his sales campaigns 
13.000 miles from his consumers 
does not hold good. If business 
is run that way, big fortunes can 
be wasted through mistiming, 
faulty or careless distribution, 
and indifference to the endlessly 
changing physical and psycho- 
logical features of an immensely 
scattered economy 

This points to the need for the 
U.K. exporter to secure the 
soundest and most helpful facts 

@ Continued on page 374 


. 
@ Continued from page 369 


: THE GATEWAY TO THE EASTERN MARKETS 


ing, merchandising and dis- 
trivution, 

These facts make easy: 

a. Selection of product type; 

b. The method of market pene- 
tration; 

c. The setting of 
levels; 

d. The correct 
price levels; 

e. The correct estimate of pack- 
age size or type. 

together with certain other critical 
measurements of policy. There 
are also certain additional reasons 
why these data should be used 
before and during marketing 
operations in Australia: 

1. The variation of the gauge 
of rail-roads has led to diffi- 
culties and delays in delivery 
of goods to wholesale and re- 
tail outlets. 

This delivery problem, plus 
the emphasis on State rights, 
has tended to encourage the 
development of intense State, 
as distinct from _ national. 
competition. It is vital that 
national distributors should 
have precise data on this 
competition, as it frequently 
varies by brand and by State 
The Australians are deter- 
mined that in future they 


production 


evaluation of 


shall have a population of 
sufficient size to ensure their 
not being vulnerable to attack 
as they were jn the past war. 
The result of these policies 
has brought about an expand- 
ing high purchasing power 
market, with long-established 
tastes in the process of chal- 
lenge because of new Euro- 
pean tastes and influence 
Due to the fact that half of 
the people are in highly popu- 
lated areas and the remainder 
scattered over a wide terri- 
tory, there are significant 
variations in the physical cost 
of distribution. It is vital 
that manufacturers watch 
sales in these respective sec 
tions, and relate them to cost 
Approaching this new and 
expanding market with factual 
knowledge constitutes 
material knowledge which is 
measurable in cash savings, 
Manufacturers in England 
should consider giving serious 
attention to the further develop- 
ment of their business in estab- 
lishing themselves in this new 
market, because: 
1. The Australian population is 
fast increasing 
és 


2. The Australian economy, long 


term, is expanding and should 
continue to expand. 
Much of Australian industry 
1g now ready for rationalisa- 
tion. 
Australia has greatly undeve- 
loped wealth, but also has 
great already developed sup- 
plies of raw materials 
Australia could be a suitable 
base for manufacturing and 
exporting to other countries, 
including the sterling area 
and especially the United 
Kingdom, for, in addition to 
a substantial home market, 
Australia is at the gateway to 
the vast Eastern” markets 
and could become an ideal 
base for export operations to 
the hundreds of millions 
located in this contiguous 
area 
One of the essentials to bring 
this condition about is to have 
not only an increase in popula- 
tion, which js already taking 
place, but increased productivity 
which will follow the arrival in 
this country of more overseas 
manufacturers. Another jmpera- 
tive is an increase in technical 
“know how,” which only over- 
seas industries moving to Aus- 
tralia can supply. 
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ensures pull 


TIYHERE are four facts con- 
cerning Australia which 

impress themselves — forcibly 
upon visitors from overseas. 
They are the rush and bustle of 
the crowds in the streets of our 
State capital cities —the excel- 
lent weather conditions which 
prevail throughout the year 
the natural scenic beauty of 
our beaches, our mountains 
and our countryside —and the 
immense area of our country. 

Our population of 8,480,000 
people operate 956.000 
§79,000 commercial 
183,000 motor cycles Australia 
has $01,387 miles of roads of 
which 236.944 are cleared or 
natural surface only bituminous 
roadways total 29.945 miles 

There are 27.000 miles of rail 
ways and the size of Australia os 
2,974,581 square miles, which is 
nearly as large as the United 
States of America 

With the exception of portions 


cars, 
vehicles and 


One of a block of four 20 ft. x 

10 ft. poster panely in’ Collins 

Street, — the main street of 
Melbourne 


of Central Australia, every part 
of the country is accessible by car, 
bus, rail, tram or ferry, so the 
mass of the people have a com 
paratively inexpensive means of 
transportation at their disposal 

Australians are well known as 
a sports loving people and favour 
able weather conditions enable 
all forms of sport to be played 
They spend more of their time 
out-of-doors during the year 
than any other people 

It is no wonder therefore that 
Australia has become known as 
a “nation on wheels inhabited by 
an outdoor people.” and it is no 
wonder that outdoor advertising 
is becoming more and more a 
major channel of communication 
with the people of this country 

It was not always so At the 
beginning of this century out 
door advertising was an unorgan- 
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Australia 


‘Nation of outdoor people—on wheels’ 


of outdoor media 


ised collection of individual 
firms, cach doing business in its 
own Way without much desire to 
work for the good of the industry 
or the community 

Dissatisfied with this condition, 
a few enthusiasts began to work 
for an organised outdoor adver- 
tising industry. After many at- 
tempts, trade associations were 
formed in Victoria, New South 
Wales and South Australia and 
in 1941 these State bodies amal- 
gamated and formed the Outdoor 
Advertising Association of 
Australia 

The increasing acceptance of 
the outdoor medium by the adver- 
tiser comes as the result of the 
increase tn Outdoor activities on 
the part of the Australian public 
and of the economical coverage 
of these outdoor people that out 
door advertising can deliver 

This acceptance has been given 
added impetus through the mea 
sures taken in recent years by 
organised outdoor advertising 
through the Outdoor Advertising 
Association of Australia to in 
crease the value of the medium 
through a programme of plant 
development, standardisation of 
structures, medium education, 
development and public 
relations 


sales 


The Association has done much 
in the short period of its existence 
to develop a valuable advertising 
medium and to safeguard and 
advance the common interest of 
those engaged in the business of 
outdoor advertising 

The importance of the function 
of outdoor advertising is proved 
by its successful use by 
Australia’s leading manufacturers, 
distributors and merchants. It ts 
also used extensively by govern 
ment departments, political 
parties and charities 

The scope of activities carried 


By BRUCE BELLAMY 
President of the Outdoor Advertising Association of Australia 


on by the industry includes mar 
ket research, preparation and pre 
sentation of advertising plans, 
creation of art and copy design, 
printing of posters, the creation 
ot designs and the production of 
painted displays, enamel, neon 
and other illuminated signs, win 
dow displays, truck painting, 
show exhibits and other types of 
outdoor advertising; the compila- 
tion of statistical] schedules, the 
preparation of shipping instruc 
tions, and the display and erec- 
tion of the material on selected 
locations. 

The service facilities of out- 
door advertising are located and 
maintained in the main market of 
the nation on property owned or 
leased by the members of the 
industry from the owners them 
selves. Thousands of property 
owners in Australia receive regu- 
lar income from the rent of space 
for outdoor advertising facilities. 
Thousands of skilled workers are 
employed in the operation of 
organised outdoor advertising 
plants, including carpenters, steel 
workers, tinsmiths, truck drivers. 
electricians, signwriters, painters, 
billposters, printers, artists and 
the necessary managerial, selling 
and office staff 

To-day the 
vertisers a 
media 


offers ad- 
TV pes of 


industry 
variety of 


Posters 


Posters carrying advertising 
messages are lithographed 9 or 
sereen process printed at modern 
printing plants in faithful multi 
coloured) reproduction of — the 
original designs by Australia’s 
leading eommercial artists and in 
a variety of sizes from a 30 in. 
to 40 in. in single sheet up to the 
largest size—the 24-sheeter 
measuring 20 ft. x 10 ft. 

These posters are displayed on 
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They call it a “buster 


-a comparatively new 


form of transportation 


advertising in Australia 


modern structures at selected 
locations along the _ principal 
routes of travel, at approaches to 
inhabited reas, On railway 
property and in the thoroughfares 
and streets of business and indus 
trial areas 

Poster advertising is available 
IN Varying intensities of cover 
distribution and repetition in al! 
Australia’s capital and provincial 
cities and some of the large: 
towns. The price of display for 
a large 24-sheet poster varies ac 
cording to the location and type 
but ranges from 10s, to 20s. per 
Week Certain selected poste: 
panels are illuminated 

The time unit in the 
commercial poster 
the calendar month 
lower for contracts 
three, six and twelve 
Poster changes are 
three months 


sale of 
advertising is 
Rates are 
ecoverimny 
months 


made every 


Signs 

Painted signs in a variety of 
colours and designs are of three 
main — types painted — walls, 
boards and roadside panels, Out 
door advertising contractors with 
large plants care for this work 
in the capital cities and adjacent 
areas but in most country towns 
there are one or More signwriting 
firms Ihe larger of these co: 
cerns also specialise in canvas 
signs, show exhibits, window dis 
play material, truck painting and 
the erection of enamel! signs and 
bulletin boards 

Australian advertisers are using 
more and more enamel 
made by both the porcelair 
synthetic (or stove) processe 
this country enamelling 
only available in four sized sheets 

8 ft.» 4 ft.. 8 ft. x 2 ft. 6 ft 
3 ft. and 6 ft. x 2 ft. so enamel 
signs of the single sheet tvpe are 
of these sizes or cuts from them 
Large multi-sheet signs are 
becoming popular, 

For porcelain 
Iron 


also 


enamel] signs 
from 16 gauge 
is used while the 
tvpe for svathetic process is 24 
to 26 gauge. There are synthetic 
and porcelain enamel! sign manu 
facturers in all capital cities and 
one provincial city Porcelain 
enamel, because of its longer last 
ing ability is the more popular 
type and is used for outdoor ex 
posed positions. while 
enamel signs are mostly 
on the fronts of buildings. 
neath verandahs and 
exposed locations 
Until! recently the 
of porcelain enamel 


to 20 gauge 
most popular 


synthetic 
erected 
under 


other le 


production 
signs had 


ane “ 4 Lo ae 
ie : a ————— ie 
. a 
ay j J Lz 7 
i» = May 21, 1953 
ae a 
Be . 
qty: 
| 
- poey’: ae 
‘ y i ‘ gi een 4 
. Py: 
han eu a* 
rh 4 se \ 
Gir ls a 
& . or . a 
; Be 
Pi 
4 Ld 
er ! 5 } 
4 S$ ee oo 
t Aid ee ee on 
, ROB U FRITEA 
; 422. ~ 
ES =e 
: — 8= |} —} —}—tt 
i 4 testes better Jf =na= - -4 
"i ¢ pres cy N —, : 
bere 4 -: ‘ 
3 ys oT 
en ee — ee 
ae P| 
Sats 
i nn Gees 4 ss OS a a 4q ion. st am i 


373 


Australia 


for service all along the line... 


TAA 
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A typical Australian 24-sheet poster site 


been restricted to four or five 
colours but one manufacturer has 
just completed a most attractive 
twelve-colour pictorial sign which 
has been acclaimed as an out 
standing example of porcelain 
enamelling. The cost of a porce 
lain enamel sign varies according 
to the gauge of iron, type of iron 
(either local or overseas) and the 
number of colours. The average 
price for a three-colour 6 ft. x 
3 ft. sign is Ss. 3d. per sq. foot. 


Neon 

At the present time there are 
some seventeen neon sign com- 
panies operating in Australia and 
in recent Vears this, the newest 
section of the outdoor advertising 
industry, has made tremendous 
strides These neon companies 
have big investments in this 
country in buildings, plant and 
equipment. 

The main business areas of 
Australia’s capital cities and the 
larger towns are a brilliant dis- 
play of neon colour in both still 
and animated form. These signs 
vary in size from the simple 
under-verandah box type to 
large dominating neon spectacu 
lars of a multi-coloured animated 
The largest neon sign at 
present in) Operation measures 
175 feet long with letters and 
design 25 feet high. Most of the 
faces of neon signs are now cre- 
ated in porcelain enamel 


desig n 


Transportation 
advertising 

This type of outdoor advertis- 
ing has been highly developed in 
this country. Each State railways 
department has an advertising 
section to handle the many diffler- 
ent types of display in railway 
carriages. on railway stations, 
buildings. and on railway pro- 
perty adjacent to railway lines 
Railway advertising offers adver- 
tisers a wide selection of media 
24-sheet, &-sheet and single- 
sheet posters; neon, enamel and 
painted panel sign sites, station 
and and 


showcases 
showeards on positions 


posterettes 
selected 


in carriages. 

As the railways of Australia 
carry 504,648,160 passengers each 
year, this medium offers adver- 
tisers tremendous — circulation 
value. The total number of pas- 
sengers carried by combined bus 
and tram services exceeds 1,2054 
million annually, All Govern- 
ment tramway and bus systems 
use inside space for advertising 
purposes. This medium is avail- 
able in capital cities as well as 
such provincial centres as Gee- 
long, Ballarat, Bendigo, New- 
castle, Launceston and Fre- 
mantle. 

Tram and bus posters vary in 
size and in location but it is now 
possible for an advertiser to 
secure a national uniform presen- 
tation with economy in printing 
A poster 24 in. wide may be dis- 
played in every bus or train ser- 
vice with slight) variations in 
length which can be overcome 
by two orint runs 

In addition to the inside side 
positions in trams and buses, 
most trams carry solus bulkhead 
positions on which = posters are 
diplayed in glass frames 

The outside spaces on the 
trams and buses, while varying 
slightly in the different States, 
offer a very valuable medium to 
advertisers. Painted roof boards 
and dash panels (not available in 
Melbourne) are moving painted 


signs with tremendous cir 
value. 

The tramway 
Adelaide, Brisbane and 
also offer single sheet 
panels on the front and rm 
of each tram. 

A more recent develop 
bus advertising is the 
Adelaide and Sydney hay 
lowed London's example and the 
large signs painted on the back 
and sides of the single and double 
decker buses are now a familiar 
sight, 

The latest development in 
Australia’s bus advertising is the 
introduction of advertising both 
inside and outside of the buses 
operated by private companies 
This consists of inside cards of a 
standard size and painted boards 
affixed to the sides and end of the 
vehicle. 

Over 20 million passengers are 
carried each year on the 20 ferries 
operated in Sydney Harbour and 
a large variety of advertising posi 
tions in various sizes is made 
available Any size poster to a 
maximum of 40 in. x 60 in. can 


be displayed 


servic 


Street cabinets 

For some time hygienic street 
advertising cabinets have been 
erected throughout the City of 
Brisbane = area [hese are 
Strategically located in the main 
streets, on the outside edge of the 
footpaths, and at all the impor- 
tant tram and bus stops. Each 
cabinet carnes four advertising 
panels each 23 in. high by 14} in. 
wide. The advertisements are pro 
duced either on cardboard or 
iron on slides which are inserted 
into the sides of the cabinet. Last 
vear this medium was introduced 
into Svdney and ts already estab 
lished ip certain 
city and suburbs 

In Brisbane, panels on tram 
way seats are also used for adver 
tising purposes 


sections of the 


Roadside beacons 

Ihe roadside beacon has been 
a familiar site in’ Adelaide for 
many years, This quite attractive 
advertising unit is erected at tram 
and bus and as well as 
timetables and other 
for passengers it 


Stops 
information 
carries r ad 


Striking Australian use of animated neon 


ADVERTISER'S WEEKLY 


vertisement panels cach covered 
with glass and illuminated 
Every month the Outdoor 
vertising Association of 
gives a number of 24-sheet poster 
positions and = tramway cards 
tree of COst to assist such charit 
able appeals as the Red Cross 
Hospitals, ete. There is no doubt 
that this free outdoor advertising 
has assisted 
Success of the 


Ad- 
Australia 


maternally in the 
appeals 


Helping the Church 
The Outdoor Advertising Asso 
ciation of Australia organised a 
“Come to Church” campaign 
throughout the Commonwealth 
An inaugural ceremony was held 
in Melbourne and the first poster 
was unveiled by the Licut. 
Governor of Victoria 


At this function, which was 
attended by representatives of the 
Church, commercial, industrial 
and financial sections of the com 
munity and various advertising 
interests, the president of the Out- 
door Advertising Association of 
Australia advised that the Asso 
ciation had secured the necessary 
Permission from the Poster Ad 
vertising Association of Canada 
to reproduce the original 
Canadian “Come to Church” 
poster in Australia and one of 
the poster printer members of the 
O.A.A.A. had given 150 
of this 20 ft. x 10 ft 


The various poster panel pro 
prictors and certain of the rail 
way advertising departments 
agreed to display it free of cost 
on 110 commercial sites through 
out Australia for a period of two 
to three months In addition, 
certain poster plants erected tem 
porary structures on twenty 
church properties to display the 
poster All of this wonderful 
work was done for the Australian 
Council for the World Council 
of Churches and it did not cost 
the Churches one penny 

The outdoor advertising in 
dustry of Australia is conscious 
of its responsibilities to not only 
the Australian advertiser but also 
to the Australian community 
Outdoor advertising has a big 
stake in Australia. One outdoor 
advertising company has been in 
existence for eighty years. Out 
door advertising is an established 
free enternrise essential to the 
business life of the community 
and the economy of the nation 

Australia has a wonderful 
future A number of national 
projects which will develop 
primary industry are well under 
way and secondary industry is 
hooming Both primary and 
secondary industry must be devel 
oped further by the influx of new 
cilizens as a result of the 
Australian Government's immij 
gration policy This will mean 
new areas will be developed and 
outdoor advertising will be called 
upon more and more to play its 
part as a major channel of com- 
munication with the people 


copies 
poster 
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Australia 


Circulation figures show Australians 
are avid readers of the press 


By W. J. P. DOWSETT, 
Chairman, Advertising Control Board 
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TP\HE most surprising fact regarding advertising for patent parison, there are 1,117,000 metro- circulation from the small towns 
about the press in Aus- medicines and similar products. politan dailies sold each day and with 850 circulation to the large 
tralia is the number of news- All advertising for patent 1,574,000 papers sold on Sunday. provincial towns with 15,000 
papers particularly the num- medicines must be submitted to Of these about 250,000 dailies circulation, while the average 
ber of large newspapers, in a the censor of the Association to and 700.000 Sunday papers are circulation of the rural news- 
country with a such a small which the newspaper in whose bought outside the metropolitan Papers is approximately 15,000. 
columns the advertisement is to area With the advent of the dis- 
be inserted belongs. Except in a This means that each dwelling placed persons from Europe, 
few publications, fat reducing in Sydney averages over two community papers have sprung 
and dangerous drug advertising dailies and two Sunday papers up, and in Sydney alone there are 
is banned, and exaggerated claims each publication day. no fewer than 17 such publica- 
for “cures” are not allowed In Victoria, there are approxim- tions printed in English and 
Advertisements disparaging other ately 540,000 homes and 1,095,000 — other languages, such as Latvian, 
advertisers’ products are pro daily papers sold, or two to each ~~ Esthonian, Polish, etc. Each of 
hibited. Each State has its own home on weekdays. these publications has a circula- 
Government laws about adver In Queensland, to cover 285,000 tion of over 1,000 and, as more 
tising, and advertisements which homes, 327,000 daily papers and and more of these people arrive, 
are allowed in one State may 384,000 Sunday papers are sold so these circulations increase. 
contravene the laws in another. each issue, Intensive competition for ad- 
Iwo examples: Any product South Australia is unique in vertising volume has resulted in 
All newspaper rates are based containing poison, if so labelled that, although there are only the establishment by the major 
on a per inch basis, on a sliding can be sold at any store in 170,000 homes in the State, the metropolitan newspapers of re- 
scale for space used, and the cost gw. Queensland, S.A. and morning and the Sunday paper — search surveys of their own and 
per inch per 10,000 of circulation wea but may be sold only at ¢ach have a_ circulation of competitors’ newspapers. 
varies greatly in each State. This chemist shops in Victoria and approximately 160,000. One pub- To-day, the active and pros- 
is the yardstick for measuring Pacmania. lication in Western Australia has  pective advertiser can—without 
company costs of press advertis- Advertisements offering free a circulation of 119,000, while cost—quickly obtain from these 
ing in Australia, The average —vifts for the saving of coupons the number of homes in the major newspapers a very com- 
cost per inch per 10,000 in metro: are pot allowed to be inserted in State is 125,000. Of the 28 plete picture of the field in. which 
politan newspapers is as follows metropolitan papers, four have he proposes to operate. Whether 


population. 

To cater for 84 million people 
in the Commonwealth, there are 
28 metropolitan papers and 483 
provincial and country news 
papers--511 newspapers catering 
for a total] Australian population 
less than that of Greater London. 

Laws relating to publishing 
differ throughout the States, and 
in Victoria, South Australia and 
Tasmania, papers are not per 
mitted to be printed on Sunday 


4. 
Fai 


New Sowth Wales: 4 Sunday, 2 morning and 2 afternoon papers 19-9 pence siecle 7 a . : 
¥ Victoria 3 morning and | afternoon papers 241 pence circulations over 400.000, three his product be low, medium or 
x) Queens'and 2? Sunday, | morning and 1 afternoon papers i215 pence between 300,000 and 400,000, high-priced; city or country 
¥ a Ss , Sences, | mamien one | Reemneee Stes 24°65 pence five between 200,000 and 300,000 demand; man or woman pur- 
2} West Australia 2 Sunday, | morning and | afternoon paper 34.0 pence and nine betwee 100.000 { hased. the ital “cage 
ay and Tasmania 2 morning papers 44-5 pence 500.000 e between , anc oll , the press of Australia is 
; 200, we , “d » is 
is Each gronp of pam pts une Queensland and S.A., but are Country newspape Mary ne Bi! is sm ” 
~ its own Association. The metro , Kip cect gia papers vary in queries and Nis advertising. 


politan papers belong to the quite in order in the other States 
A.NC. (Australian Newspapers’ Also in Queensland, testimonials 


Counsip Sort ihe ANA. Purportng the fom doctor. WOOT BRINGS IN THE MILLIONS 


Australian Newspaper Proprie- 
( pap P allowed, but are permissible else 


tors’ Association). Each ee ee le Rela relating to USTRALIA produces more duce fine wool. Sheep flocks 
_ ox a cranged gy 2 money-lending advertising are wool than any other vary in size up to 100,000 and 
ciation and the larger ¢ © diferent in cack State. country in the world. With a ™0re, but flocks of 2,000 to 5,000 


country papers belong to the 
Provincial Press Association. Each 


Although the population of sheep population of 113 sheep are most numerous, con- 


, J Ps “hag r taining 23 per cent of the total. 
of these bodies has its own rules the Commonwealth is divided — million, this country in 1949-50 The great bulk of the wool 


and = regulations and — each almost “ee per age ony as" 30 produced 3,923 million Ib. production is sold at auction in 
separately accredits advertising Per cent country, the ratio does (greasy), which represented Australia. Wool is sent from 


agencies. To a great extent, the are a gras — nearly 30 per cent of total growers’ properties by rail, road 
rules of all these Associations “8 tg ay - i ® iffe ~ = Th world production. Sales of or ship to some 31 wool-selling 
are similar, the smaller following ' Press Is totally different. “ 


pat eo , . Australian wool i F ‘ brokers’ houses, established in 
those set out by the Australian tual spread of the population ted t ‘ane tlion. 14 different centres, Sales usually 
Newspapers’ . by States is as follows: NS.W.,  4mounte 0 £A200 million. BP rag se : Salt “eggs 
papers’ Council Or 8 ic, cor cont city, 50 par ce I 1950-51 Australian wool 8!" in September of each year. 
Australian Newspaper Proprie- per cent city, 50 per cent old a, saa — 
tors’ Association country; Victoria, 60 per cent and Sold for £A636 million, but 
Almost every = metropolitan <0 por cont; Quesnmand 40 per ES Pat see ane ae Frank G Idbe 
newspaper and the greater num- om and 60 ged ones, W.A.. SS per likely to be repeated, prevailed o rg 
ber of the country press belong — pr om; — Tas- in that year. to guide his policies. 
to the Audit Bureau of Circula- — = seal — and 12 _ Because some 88 per cent of The Australian market must 
as alte tame eoitiicoies of cent. In Queensland it 18 neces- Australian wool! is exported, the grow enormously and continu- 
sieetiintion etch eit touts. sary to use papers outside the commodity is the backbone of ously in the years ahead for 
Before being accredited by the aerepemm pwd " complete the Australian economy. More- United Kingdom products. The 
Australian Newspaper Proprie- a at required; whereas in over, because of its dollar-earn- mest constructive minds in the 
sor’ Roadie ax dieaeal N.S.W.. Victoria, South Australia ing capacity, it is of the greatest advertising agency field recognise 
doeenetet as é alan and Tasmania, the circulations of | importance not only to Australia, that their sights must be raised 
Newspapers’ Council, advertising the metropolitan morning papers but to all members of the ster- to the tremendous and stimulat- 
agencies must become members are not far behind those of the ling group ing task of lifting sterling trade 


@ Continued from page 371 


} of the Audit Bureau of Circula~  |gcal_ papers in the country Sheep of the merino breed and out of the red to the end that the 
% Ons. districts. its close relatives comprise 85 great Western cause achieves the 
a There is a rigid set of rules In N.S.W. there are 750.000 per cent of the Australian sheep success to which its splendid 


regarding the use of solid blocks occupied dwellings, of which population. The merino has been _ traditions and principles entitle 
- reverse blocks, etc., and also 410,000 are in Sydney. In com- developed for its capacity to pro- it. 
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OVER ONE MILLION MAGAZINES AND COMICS SO. EACH ISSUE 


One person in eight buys a Murray Magazine every month 


PHOTOPLAY 


THE MURRAY WOMEN'S GROUP 
in excess of 225,000 A.B.C. 
These magazines are purchased (in the main) by the young Married 
Housewives of Australia 


THE MURRAY POCKET GROUP 


in excess of 250,000 A.B.C. 
From hand to hand—from home to home 
MAN to an ever-increasing audience, the Murray HOUSE AND GARDEN 
In excess of 175,000 A.B.C. Pocket Magazines carry the message of adver- In excess of 60,000 A.B.C. 


The only Man's Magazine of , The leading magazine in Aus- 
heitetia. Pend men, tisers who know that happy young people tralia covering the field its title 


and read equally by women. buy the most goods. 


COMICS 


Four Monthly Comics with combined sales exceeding 300,000, eagerly purchased by Australia's youth 


THE K. G. MURRAY PUBLISHING COMPANY PTY. LTD. 


56 Young Street, SYDNEY, Australia 


ee : 
ee : 
: -@ ‘ +2 oil [i ae 
| « a , ty 
| ‘ —~ = P i 
q 
| j 
| Mes , - 
| oe ws a) 
| gs ° D9 1 
bP > > ec 
Mis SS | 
ait , | ar vt ’ 
Ls = wi, 
Ser en A —-< =< : 
ey My* - S Rady | 
Sia ’ ee! ¥ cena, 
h athe 6 wag i 
| - aif | iq : ee” oy 
\ ed WY a ee Es - 
ew Ce | * 
UgpestS. | 
a ? 
eanaet ic nee > er a ; 
pate, Ain Lie | RB AT: 
: 5 spite Sm jG ‘ 
i «. — | Be 2 ‘ 
a ee A aru OF: iy di 
poids te yi Ye ; 
a 7 aie 
ee ? 
ee | 
3 7 ie cae a ie! a ogee a = bid ei = | . rs 


- 


Mg ele in alee SA 


ADVERTISER'S WEEKLY 


MIVWERE are more than 60 
weekly, fortnightly or 
monthly magazines published 
in’ Australia, with combined 
circulations in excess of 45 
million, a surprising amount 
of reading matter to be con 
sumed in a country with a 
population of approximately 
& million people, and amounts 
to about two magazines each 
week to every home in the 
Commonwealth. 

Nor have the children been 
neglected. Regularly, each month, 
there are 115 different comics 
published in) Australia, whose 
total sales also exceed § million 
copies, despite the fact that the 
retail selling price of comics has 
been increased from 4d. to &d 
Ihe figure was considerably 
higher than 5 million until the 
recent rise in the selling price, 
which greatly increased returns 
and resulted in fewer titles being 
offered 

The Australian Women's 
Weekly, which was launched in 
1933, has a considerable circula 
tion, which means that it is pur 
chased by one person in ten of 
every adult or junior member of 
the community. It is claimed by 
the publishers that this magazine 
reaches more than two out of 
every five homes in Australia 
This colossal circulation, on a 
pro rata population basis, would 
give the publication a circulation 
of 32 million copies per week 1 
published in America. 

Man, the leading Australian 
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Australia 


Rapid post-war progress 
in magazine field 


By COLIN A. FITZPATRICK 
Director of Advertising, K. G. Murray Publishing Co. 


magazine of exclusively male 
appeal, is published monthly, and 
is currently selling in hundreds of 
thousands [This publication, 
which is accepted in Australia as 
Esquire is in) America, would 
have a pro rata American circu- 
lation of over & million in the 
US.A., or over 1 million if pub 
ished in England 

Because of great post-war in- 
creases in costs, it a8 virtually 
impossible for a publisher in 
Australia to put on extra pages to 
carry additional advertising 
bookings. In most cases, the 
extra cost involved cannot be 
olfset by the additional advertis- 
ing which it is possible to place 
in these pages. As a_ general 
rule, most publishers find that if 
they put on an extra eight pages, 
even if the entire space were given 
over to advertising, they could 
still not break even. 

In Australia, the public, gener- 
ally speaking. are not subscription- 
minded, and with very few excen- 
tions the publisher does not know 
until he receives his returns just 
how many copies he will have sold. 


Most Australian magazine pub- 
lishers allow for from 5 per cent 
to 10 per cent normal returns 
During the war, most magazines 
were on firm sale through distri- 
butors, and returns were not 
accepted by publishers, but as 
competition has become greater 
this practice has lost favour 
There would be very few Aus- 
tralian magazines whose sub 
scribers accounted for up to 10 
per cent of the total copies sold 
in Australia, many overseas 
magazines are published under 
licence for local consumption, 
and it is frequently found that 
the Australian circulations are 
proportionately higher than in the 
parent country. Reader's Digest, 
True Story, Photoplay, True 
Romance and True Confessions 
are some which were previously 
imported, but which are now 
successfully published — locally. 
Not only are the Australian cir- 
culations usually higher pro rata 
than the home editions, but ad- 
vertising rates are comparatively 
lower. 
Prior to the last war, Aus- 


in ADVERTISING — 


Well-Spent £5 


in COMMERCIAL RADIO! 


It's a prosperous, free-spending market, where ‘buying 


tion. 


And "selling British""—the specific products, ideas and 
institutions of Britain—is a job for another established tradition— / 
COMMERCIAL RADIO! 


For research and advice in all aspects of your 
“selling British” in Australia—we are at your disposal... 


RADIO 2UE PTY. LIMITED \_ 
SYDNEY, 


TELEPHONE: 


TREET, 


$: 


“TWOUE" 


N.S. W. 


BO549 
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tralian magazines did not play 
the prominent part that would 
be expected on the appropria- 
tions of national advertisers, 
because there were not suffi- 
cient magazines to offer an 
advertiser satisfactory national 
coverage. Thus, the major 
part of appropriations went to 
the daily press and radio. The 
situation is rapidly changing, 
however, advertising managers 
of Australian magazines being 
quick to adopt successful over- 
seas ideas, and they are now 
offering their clients excellent 
service with merchandising 
aids, coloured reprints, show- 
cards, etc, 

Australian publishers, feeling 
secure in the future of magazines, 
readily invested millions of 
pounds in the post-war period for 
the purchase of vast quantities of 
high speed machines, enabling 
them to offer reader and adver 
tiser alike world standard colour 
reproduction at comparatively 
cheap rates. 

As the larger part of the Aus- 
tralian population is concentrated 
in the south eastern coastal areas, 
it 1s natural to find the majority 
of magazines being published in 
either Sydney or Melbourne. This 
cuts down considerably on distri- 
bution costs, and makes it pos- 
sible for publishers, editorial and 
advertising head offices to be 
located usually in the same build- 
ing as the printing works. 

The Australian immigration 
scheme has done much to help 
boost the sales of the Australian 
magazines. 
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" PHOTO ENGRAVING 
AND BLOCK MAKING 


PHOTOGRAPHY 
x ESIGN 


A dozen fingers 
would not be sufficient 


to enumerate all the advantages 

of PETTY’S PRINTING SERVICE. 
it isa COMPLETE SERVICE 

with co-ordina.‘on of departments 
through every stage of production. 
All the modern processes are at our finger tips. 
Our Photo Offset Litho section 

has been completely reorganised 

and equipped with the newest machinery. 

In fact we are so proud of this department 
that we give you an open invitation 

to call at Whitehall Printeries 
to see what we can do 

and how we do it. 
Meanwhile your enquiries 
will receive prompt attention. 


PETTY ’s 
PRINTING 
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GOLDBERG 


JOHNNIE WALKER 


uses ADVERTISING 


GUINNESS 


a 


© ° 
Peter Cees a leading Australian agency 
“HIS MASTER'S VOICE 


RECORDINGS chosen by many of Britain's 


: . 
ALLEN & HANBURYS = most successful advertisers 
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For 40 years, Goldberg Advertising has been in the front rank of 


ViYELLA & CLYDELLA 


Australian advertising agencies. Its methods are based on knowledge 

KERS 
Waten AST and experience, moulded by constant awareness of up-to-date facts 
OF SWITZERLAND and figures and interpreted by an outstanding team of creative 


men and women. 


VALDERMA To-day, many of Australia's best known advertisers are Goldberg 

z, clients, including numerous British concerns. The agency's London 

NESTLE’S office is maintained exclusively to serve the interests of exporters and 
ROLLS ROYCE of manufacturers operating subsidiaries in Australia and New Zealand. 


(AERO) LTD. Goldberg Advertising 


DAIMLER HIRE (AUSTRALIA) PTY. LTD. 


LONDON OFFICE: Trafalgar House, 9 Great 
JOYCE SHOES Newport Street, London, W.C.?. 
Telephone: Temple Bar 9076. 


HARRIS TWEED 


EVERSHARP 
Head Office: 15 Hamilton St., Sydney, N.S.W. 


Oxo 


New Zealand: Manners St. Wellington, N.Z. 


MARKET RESEARCH ” MERCHANDISING 7 ADVERTISING 
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PPHERE are two systems of 
broadcasting in Australia 

Commercial and National. 
Commercial broadcasting — is 
operated under licence from 
the Federal Government by a 
number of stations (totalling 
one hundred and _ three 
throughout’ the Common- 
wealth) which depend solely 
upon advertising for their 
revenue. The National service 
1s controlled by the Australian 
Broadcasting Commission and 
is financed by the Federal 
Government. 

The two systems operate inde- 
pendently but are, in essence, 
complementary to each other. 

Radio receiving sets are in use 
in the vast majority of homes in 
every city and town in all States 
of the Commonwealth. Com- 
mercial radio stations serve every 
populated area over the whole of 
the Commonwealth's three mil- 
lion square miles. 

Radio in Australia reaches all 
types of people, urban as well as 
rural, adults as well as children, 


preferences, needs and 
of the Australian family. 
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Australia 


Eight out of ten prefer 
commercial radio 
By A. E. R. FOX, 


President, Australian Federation of Commercial Broadcasting Stations 


chil- To ensure a_ faithful and 
dren, farmers, or entire families. responsible handling of their im- 

appeals for the portant medium of communica- 
that are tion, Australian commercial 
known to be most persuasive in broadcasting stations have 
the area and with the audience adopted a system of self-regula- 


tion within the industry, 


According to an independent This has been achieved through 
survey, over eighty per cent of the Australian Federation of 
the average Australian’s radio Commercial Broadcasting 
time is spent in listening to the Stations, which was formed in 
commercial stations, 

lo achieve the fullest coverage full membership of all commer- 
possible, the commercial stations _ cial stations operating in 
are continually studying the atti- Australia. It is an unregistered 
tudes and reactions, living habits, trade association, having for its 
interests main objects the development of 
Pro- commercial broadcasting within 


1928. The Federation now has 
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States — Victoria, Queensland, 
South Australia, Western 
Australia and Tasmania. 

One matter to which early 
attention was given by the 
Federation was the setting up of 
system of accreditation of adver- 
tising service agencies. Rules of 
Accreditation were adopted which 
prescribe, inter alia, conditions 
governing the payment of com- 
mission to accredited agents on 
advertising placed with stations. 

On advertising matters gener- 
ally, the Federation has a Rela- 
tionship Committee which from 
time to time consults with the 
Australian Association of 
National Advertisers and _ the 
Australian Association of Adver- 
tising Agencies, in regard to 
matters of common interest. The 
fullest co-operation exists between 
the three organisations. 

For the guidance of advertisers 
and agencies in the preparation 
of advertising matter intended 
for broadcasting over commercial 
stations, there exist the Federa- 
tion’s Standards of Broadcasting 
Practice. These cover general 
programme standards, children’s 


in all economic groups, grammes are especially designed the Commonwealth and the pro- PrOsrammes and = advertising 
The advantages of radio to the and timed to fit the various activi- tection of the interests of its Standards, and include details of 
advertiser are many. He can pr ties and moods known to be members. It deals with matters the procedure to be followed in 
pare his campaign as far in ad- routine in Australian households. of common interest only, and ‘8ard to recorded commercial 
vance as he wishes, yet, because Woven into this broad pattern of | does not in any way participate @nouncements, which are re- 
of radio's extreme flexibility, he programme planning are the in the management of stations or Uired to be submitted to the 
can change, expand, rehearse, re- essential services--news, market concern itself with matters of Federation for approval before 
write and co-ordinate. He can and weather reports, sporting domestic policy. acceptance by individual stations. 
select his markets and his audi events, women’s sessions, chil- The Federal Office of the | the section relating to general! 
ences. He can specify cities, dren's programmes, and a host of organisation is located in Sydney, Standards. details are given of 
states, rural areas. single towns, or other educational and general New South Wales, and there are ‘he types of scripts, continuities 
the whole nation. He can address interest features. branch offices in each of the other @ Continued on page 382 


Our more than twenty-five years of “on the spot” 
experience is available to English manufacturers who 
desire to take advantage of Australia’s constantly 
expanding economy. Pertinent market facts will be 
suppliec gladly upon request. 


@ WHO WE ARE 


Fully Accredited Advertising Agents, operating from Melbourne 
with Associate Houses in all key capital cities and New Zealand. 
Members of the Advertising Institute of Australia, the Australian 
Association of Advertising Agencies and the Chamber of 
Commerce. 


@ WHO WE SERVE 


; me ; a i ‘ SILVIKRIN LABORATORIES - BRITISH INSULATED CALLENDER'S 
; : ; CABLES LTD. - BRITISH AUTOMATIC TELEPHONE & ELECTRIC 
, ; PTY. LTD. - AUSTRALIAN NATIONAL AIRWAYS PTY. LTD. - AIR 
sae CEYLON CORPORATION - GOLDEN FLEECE PETROLEUM 
ef } . PRODUCTS - CREAMOATA CEREALS - YALUMBA WINES 
HEALING ELECTRICAL APPLIANCES and twenty other leading 
Australian organizations. 


CLAUDE MOONEY ADVERTISING 


PTY. LTD. 
422 Collins Street, Melbourne, Australia 
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“The Australian Women's Weekly, 

with a circulation of 725,000 copies, goes 

into one out of every 2.87 Australian homes, and 
provides the world’s biggest per capita circulation. That's 
why “The Australian Women's Weekly” is a com 

- plete national campaign in itself, with its circu 
lation in six States in the same ratio as its 

national coverage. It’s four-color Roto 

gravure and Monogravure pages form the 

entire sales attack of some national advertisers 


‘A.M.,” the Australian Monthly —the family 

counterpart of the “Weekly” is the National 

Magazine that's regularly enjoyed by the entire 

~ family. Commencing in March, A.M. will be published 

fortnightly, with initial printings of 400,000 copies 
per issue. 


The Daily Telegraph (circulation 308,000) and 
the Sunday Telegraph (circulation 483,000) 
dominate New South Wales — Australia’s most 
populous State— with the largest weekday and 

Sunday sales 1 pectively. 


\ phone to Australian Consolidated Press, 85 
I le et Stree f lon, FE ( 4. (( ‘entral 5153/4 ), will 
bring you all the facts about Australia’s Big Four. 
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DVERTISING 

important 
Australian business 
the basis of the nearest com- 
parable figures, it is in ap- 
proximately the same propor- 
tion a8 American expenditure 
on advertising around one 
per cent of the gross national 
expenditure on goods and ser- 
vices. 

It follows that advertising in 
Australia, even if it were a less 
efficient aid to proper merchan 
dising, would have to be highly 
orgamsed: our population ts 
widely scattered throughout a 
vast continent and, in addition, 
we have a quite surprising num- 
ber and variety of media —over 
SOO newspapers and 101 commer 
cial radio stations, as well as 
many hundreds of periodicals 

The problems of advertising in 
the Commonwealth, particularly 
on a national basis, are therefore 
considerable, 

Although quite obviously I 
cannot speak as a disinterested 
party | can nevertheless very 
fairly claim that the Australian 
advertising agency is the key 
stone of advertising in this coun 
try for, outside those retail stores 
which maintain their own adver 
tising departments, most adver 
tisers marketing on a national 
scale employ the services of an 
agency 

Our advertising agency struc 
ture is very similar to that of 
Britain and the United States for, 
in developing advertising in Aus- 


is such an 
feature of 
that, on 


Australia 


Agency structure and service 
is similar to Britain’s 


tralia, we have borrowed heavily 
from the best practice in these 
Iwo countries 
lt is perhaps in 
important respect that — the 
Australian agency differs to 
any very ercat extent from the 
American agency—the basis of 
our remuneration. Ag some 
newspapers allow only 10° per 
cent commission we are obliged 
to charge clients a service fee 
of not less than five per cent 
in order to brine our income 
up to the more reasonabl 
level of 15 per cent 
For the rest, there is not a 
great deal of variation in prac 
tice. Product study, market and 
distribution and sales analyses, 
the creation of a definite 
merchandising plan and advice 
on package design, sales training 
and the like are norma] agency 
services available to clients 
Any Australian agency is 
efficient in’ the production § of 
press advertisements and feature 


only one 


3UZ, Melbourne's 
radio station. 


“be 


£250,000,000 


MARKET FOR YOUR GOODS 


The million and a half Victorians living 
within a 25 mile radius of 3UZ’s trans- 
mitter spend more than £250 million a 
year on goods and services. 


This prosperous corner of Australia can 
be effectively blanketed by the use of 


Write for the informative rate card 


NILSEN’S BROADCASTING SERVICE 
45 BOURKE STREET, MELBOURNE 


most _ listened-to 


W) 


By L. W. FARNSWORTH 


Past-president, Australian Association of Advertising Agencies 


radio com- 
commercial = film 
scenarios and films, point of sale 
material and the usual sales aids 

At the risk of over-emphasis I 
fee! that I should call the atten 
tion of British advertisers to the 
importance of radio advertising 
in the Commonwealth 

As I have already 


radio programmes, 


mercials, 


said, there 


are 101 commercial radio stations 


which depend wholly upon adver 
tising for their revenue. They 
function in opposition to, and 
independently of, the Govern 
ment-owned stations. They enjoy 
a remarkable popularity.  Inde- 
pendent surveys show that about 
80 per cent of Australian radio 
listeners listen to them compared 
with the 20 per cent who listen 
to the Government owned 
Stations 

These figures are truly remark- 
able and the best evidence 
that I can offer of the quality of 
the entertainment (most of it 
produced by Australian advertis- 
ing agencies) broadcast by the 
commercial stations 

Advertisers who use Australian 
commercial stations sponsor a 
variety of broadcasting material 
such as one-hour radio plays, 
qui7 Sessions, sporting 
broadcasts, talks for men and 
women, plays, children’s 
sessions and many other features 
any one of which may be broad 
east over as many as 40 stations 
simultaneously Sorvall wonder 
that Australian radio claims 
nearly a quarter share of the 
total sum spent vear on 
advertising in this country 


are 


concerts, 


' 
serial 


each 


Most popular 


medium 

Of course, newspapers continue 
to be the most popular advertis- 
ing medium in Australia, at least 
56 per cent of the money spent 
on advertising going to them. 

I will not attemvt to touch 
even lightly on all the other ad 
vertising media available such as 
films, slides, outdoor advertising. 
direct mail and so on, for, I 
think, | have already said enough 
to indicate that there are very 
media problems to be 


hefore t 


speela 
studied 
aunched in 

My Association—the Austra 
han Association of Advertising 
Agencies (Federal) in) recogen 
tion of this has snent a= great 
deal of time and money on the 
production of media for 
the ase of members Thus, to 
day, it can be said without fear 
of contradiction that not only are 


campaign is 


Australia 


surveys 


they better equipped than ever 
to advise clients on all important 
aspects of media, but they are 
without doubt the only people 
in the country who have avail- 
able this expensively gathered 
nformation which js vita! in any 
advertising campaign. 

\ fair question to which 
advertiser is entitled to a direct 
unswer is just how effective is 
idvertising in Australia? It is a 
question that we are able to 
answer with a reasonable degree 
of aceuracy 

A prices survey commissioned 
by the AAAA’s to measure price 
movements of advertised and un- 
advertised goods over a 23-year 
period disclosed that while the 
prices of advertised voods had 
increased by only 60°38 per cent 
during that period (which, of 
course, includes the vost-war in- 
flationary years) the cost of un- 
advertised goods had increased 
by 217-31 per cent. 

More remarkable still was the 
evidence produced that highly 
advertised products, such as razor 
blades and toilet soaps, were as 
much as 166 per cent cheaper 
to-day that they were 23 years 
ago. 


any 


Highest priority 

Other facts disclosed showed 
that quite a number of the price 
were due in very large 
measure to the imposition of 
excise and sales tax This was 
particularly true of alcoholic 
beverages 

On the other hand, prices of 
many unadvertised products have 
soared dizzily although, as in the 
case of butter, restrained by huge 
government subsidies and govern- 
ment price control 

Granted that the lower 
of advertised goods 
attributed in no smal! measure 
to greater efficiency in produc 
tion, the evidence of the survey 
indicates that, in too many cases 
to permit of contradiction, price 
movements were related, in in 
verse ratio, to advertising volume 

that the ranid turnover attri 
butable to heavy advertising 
enabled the manufacturer to 
market his product more cheaply 
than a smaller advertiser 

This is hrief 


advertising m 


rises 


prices 
must be 


hur a micture of 
Australia, hut 
enough has been said to indicate 
that any British advertiser con 
templating “invasion” of — the 
fustralian market, or expansion 
would he wise indeed to vive the 
highest priority to his advertisine 
plans 
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Public Relations... 


for Businessmen and Women visiting 


AUSTRALIA 


UIAJADLLADLADAAADAAROAEOUHODUYE EOLA AVOUT 


| commercial leaders and overseas 


firms contemplating establishment in Australia, 
are offered a comprehensive Public Relations 
Service betore, during and after visiting Australia. 
Itineraries planned, press and radio coverage, 


advertising surveys, factory — sites, financial 


ALULAVODUUESQUDOALAONOUU4VODUTYEOOAS AOD ASE DAL GALT A 


} 
| 


investment for development, Introductions 


tint 


Mt 


arranged, Campaigns planned in co-operation 


with overseas and local Advertising Agencies. 


ALLAN STEWART ASSOCIATES 
public relations counsel 


126 PHILLIP STREET, SYDNEY, AUSTRALIA 
VERBA | Box 5320 G.PLO. Sydinc i 1) PWoOURI 
y 


, 


Associate Offices : BRISBANI MELBOURNI 1k PERTH 


CANBERRA LONDON NEW YORK SAN FRANCISCO SINGAPORE 


SHNINTVIVUUIONUUULOUOVIQUVULUNLAUL VIVAL UU LU ALU Ua 
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| 
; PLEASE NOTE QUEENSLAND 
>). iS DIFFERENT ! 
; Unlike all other States in Australia, Queensland is 


highly decentralised | 


@ 64 per cent of the total population lives in 


rural areas 


@ Over 80 per cent of the total income circulates 


in provincial markets 


@ Future development is in terms of still greater 
decentralisation, 


So that in Queensland market is essentially | 
provincial, ‘Ihe bulk of this rural wealth is easily and 
effectively reached through the columns of the Queens 
land Provincial Daily Newspapers, extending from Cairns | 
in the North over 1,000 miles South to Warwick. They 
offer intensive circulation AND LOCAL HOME PENETRATION, 
high readership value, flexibility, local retailer goodwill 
value and outstanding economy, 


your 


Full information and rates may be obtained from: 


F. A. SMYTH, 34-40 LUDGATE HILL, LONDON, E.C.4 


Sydney and Melbourne Representative: 
N. L. Roberts, 39 Martin Place, Sydney. 


UNTIL Exports to Australia 


; sail agam.... 
Bt Cc 
; address your 
£3 
i questions about 
Be the changing scene 
down under 
to 
; —$_¢ ——_—_—_—_—_____—— _ 
| McCLELLAND Advertising 
% COMPANY PTY. LIMITED . 
i S68 Fitt 3h. STONEY, «SW. AUSTRALIA 
Bi CABLES "WTAD,' SYONEY 


Australia 
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The wine of the country 


|! is nearly 164 years ago 
since the first vines were 
planted in Australia. The 
Mother State of New South 


Wales would naturally be the 
one in which the first vineyards 
were set out. Its climate along 
the coast and inland some 30- 
40 miles from the sea was 
ideal for viticulture. 

The best varieties were intro- 
duced later from South Africa, 
and when James Busby brought 
his collection of vines from 
Europe, the Vignerons made their 
selection of the Semillon, White 
Hermitage, Madeira white grapes 
and Red Hermitage or Syrah, 
also known in other States as 
Black Shiraz, Mataro or Espar 
and Cabernet Sauvignon, which 
to-day are the main sorts giving 
the best wines in those regions 
known as the Hunter to-day. 

Outside of the Oidium, there 
have been practically no diseases 
of the vine, and in consequence 
the vegetation is healthy and on 
the fertile soi] the crops have 
been good 

When the States 
and South Australia 
founded, viticulture in these 
States also spread, and it was 
not long before the acreage under 
vines in New South Wales was 
rassed by both Victoria and 
South Australia. 

To-day, South Australia with 
its 46,258 acres of vines produces 


of Victoria 


were 


@ coniinued from page 378 


recorded 
are not 


Or programme matter, 
or otherwise, which 
acceptable, such as: 


Statements or suggestions 
that may be considered offen- 
sive to religious views, racial 
traits, and the like, off-colour 
jokes or songs, sacrilegious 
expressions, or anything of 
doubtful propriety. 


Apart from the self-regulation 
of the commercial broadcasting 
industry in Australia, there are 
certain statutory provisions relat- 
ing to advertising contained in 
the Broadcasting Act. These 


relate specifically to medical ad- 
vertisements and talks, advertising 
on Sundays and political broad- 
casts 

The general control of broad- 
casting in the Commonwealth, 
both commercial and national, is 
vested in the Australian Broad- 
casting Control Board, a statutory 
body created by the Broadcasting 
Act Following the establish- 
ment of the Board, the Australian 
Federation of commercial broad- 


' casting Stations set up a liaison 


By LEO BURING 
Managing director, Leo Buring (Holdings) Ltd. 


spproximately 22 million gallons 


of wine annually, New South 
Wales 3,800,000 gallons and 
Victoria 2,384,103 gallons. 


Around 1922-1924, there was a 
surplus of sweet wines in Aus- 
tralia, and through Imperial 
Preference in 1926 and the Wine 
Bounty, a considerable trade with 
Great Britain was inaugurated, 
so that in 1937-1938 the export 
had risen to 4 million gallons 
ennually. 

Home consumption was ap- 
proximately 4 million dessert 
wines and 3/4 million table wines 
such as hocks, clarets, etc. 

During the war through diffi- 
culties of shipping, etc., the ex- 
port receded to a very large ex- 
tent, but after the close of World 
War Il, just as a_ revival of 
export was taking place, a British 
tariff practically brought the 
shipment of dessert wines to 
Great Britain to a _ negligible 
quantity, and the industry was 
again threatened by an over-pro- 
duction crisis. 

The prosperous post-war days, 
and the influx of great numbers 
of immigrants brought about an 
increased consumption, so that in 
dessert wines the consumption 
rose from 4 million gallons to 
12 million gallons in 1950/1951. 

If the grape-growers and wine- 
makers can maintain a reason- 
able and steady price for the 
grapes they grow and the wine 
they make, the industry will con- 
tinue on a sound basis. 


‘CODE’ FOR COMMERCIALS 


committee which confers with the 
Board, as and when necessary, on 
matters affecting the commercial 
broadcasting industry as a whole. 

As a medium of advertising, 
commercial radio in Australia, 
in terms of total expenditure by 
advertisers, is second only to the 
press. 

In addition, commercial stations 
throughout Australia, both metro- 
politan and provincial, have 
built up an impressive record in 
community service, and service 
to public charities—such institu- 
tions as Red Cross, Food for 
Britain, the United Nations 
Appeal for children, and the great 
public hospitals. 

In money alone, the commer- 
cial stations of Australia raise 
and hand over to these various 
charities, approximately a quarter 
of a million pounds in a year. 
Apart from this substantial finan- 
cial support, there is made avail- 
able to charities and hospitals, 
through the activities of commer- 
cial stations in city and country 
alike, all manner of comforts and 
amenities. 
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The best way to reach 8 million Australians .. . 


There are good reasons why radio is the best way to reach and sell the 
more than 8 million Australians. 


The average Australian spends more time listening to the radio than on 
any other single activity excepting work and sleep. Radio is a part of the life of 
the people. Secondly, radio “blankets” the whole population of the continent — 
the rich fertile and densely populated coastal belt and the great out-back. 


Experienced merchandisers—including Cadburys Lid.; J. C. Eno Com- 
pany; Nestlé’s Ltd.; Lever Bros.; Caltex Oil; Johnson & Johnson Ltd.; and many 
others well-known to you—use the Australian Commercial radio system to carry 
their messag to Australians—in all walks of life—in all parts of the 
Commonwealth. 


And these important advertisers have learned that the most effective way 
to use Australian radio is through the Macquarie Broadcasting Service —an 
organisation designed to handle every facet—-from the production of programmes 
for broadcast on as many as 58 stations to the placing of “announcement” 
campaigns in any one centre. 


The Macquarie Broadcasting Service 


136 PHILLIP STREET, SYDNEY, NEW SOUTH WALES, AUSTRALIA 


Represented in Great Britain by OVERSEAS REDIFFUSION LTD. 
CARLTON HOUSE, LOWER REGENT -|., LONDON, S.W.1I. 
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Conceded that the principles of sound advertising 
ure universal the BUT however is in the application 
Many a successful home market campaign has proved a 


tullure in another par: of the world 


Local knowledge is all-important. British companies 
nterested in Australia have many different and 
unusual problems confronting them that can only be 


completely met by experts on the spot 


Australia has 636 daily, weekly and provincial 
newspapers, some &S6 trade journals and 103 commercial 
radio stations, with distances between capital cities 

o 2,500 miles, all requiring specialised treatment 


for economical and successful advertising 


We have proved ths to our clients in Great Britain. 
U.S.A... Holland and Switzerland 


RODNEY H. EVANS 


Over tisirre 


~ 
149 CASTLEREAGH STREET SYDNEY 
o- N.S.W. AUSTRALIA +» M4642 * M4127 


ASSOCIATE HOUSES THROUGHOUT AUSTRALIA AND NEW ZEALAND 
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More data, bigger type in’ 


this year’s ‘Blue Book’ 


Advertiser's Annual, 1953, embodies many improvements 


and includes much additional information. 


Here it is 


reviewed by a reference book editor, who, writing as a 
specialist, commends what has been done and offers some 
constructive suggestions. 


IKE every user of the 
: Blue Book* I have never 
ceased to ask for improve- 
ments. This particular refer- 
ence book has become so 
essential that faults are quickly 
felt. 

The old fault was too small 
type on an unsurfaced paper. Two 
years ago One noticed that the 
whole of the book was re-set one 
point higher, a great relief to 
elderly users, especially. 

This year the publishers have 
gone one better. Most of the 
type is again raised by one 
point. White space is more 
freely used. The detail about 
publications and services is 
therefore much more easily 
read. A surface paper is used 
for all the detail-loaded  sec- 
tions 
Again, there are more pages, 

with some editorial] sections, 
notably that dealing with foreign 
publications, enlarged. 


Many improvements 
in presentation 


Despite this expansion in the 
service, the Blue Book is no frac- 
tion of an inch ‘thicker, By using 
a paper which is both thin and 
Opaque the publishers continue 
to preserve it from unwieldiness, 
that bugbear of the reverence 
book. 

The number of detailed im- 
provements 1s conspicuous. 
Clearly the editor is critical, like 
his public, This year advertising 
clubs have been usefully separ- 
ated from = advertising associa- 
tions. Reference to periodicals is 
again made easy by the 17-page 
alphabetical index to all publi- 
cations followed later by the 17- 
page regional index to daily, 
Sunday and weekly British news- 
papers by counties and for towns 
over 45,000. 

There is surely a slight con- 
traction in the British Publica- 
tions section — melancholy evi- 
dence of the effect of rising costs 
on weaker publishing units? The 
number of changes of address is 
startling. The advertising and 
publishing businesses are cer- 
tainly still on the move eastward 
as well as westward now. 

Now for just three complaints 
Why on earth has the editor 
dropped his helpful page on ex 
planation about changes in the 
new Blue Book? This was a use- 
ful guide both to the oldster and 

* The Advertiser's Annual 1953, 992 po 
Cloth gilt (Business Publications Ltd) 
40s. net 


to the novice in making use ol 
the services provided. Surely 
somebody slipped up in the in- 
valuable section on CLASS PUBLI 
CATIONS. Under the title “Arche- 
ology” we get journals for the 
antique colelctor and genealogist, 
but only one for the student of 
antiquity. Finally when shall we 
have a thumb or a tab index? | 
know all the difficulties, particu- 
larly with the most hardly used 
reference book in the country. 
But others have overcome them, 
Why not the Blue Book? 

The advertisements are more 
fascinating than ever. Some of 
the examples of colour printing 
are delightful, and the variety of 
advertising services offered is 
incredible. 

Who would imagine that a ser- 
vice agent devoted himself en 
tirely to the poultry industry in 
which he cares for 50 accounts? 
Or that the German technical 
press was again in full blast? Or 
that there was already a paper in 
existence covering atomic energy 
devoted to industry? 

One wishes the critics of adver- 
tising would study this exact pic- 
ture of the advertising world, its 
ramifications abroad, its multi- 
tude of services essential to suc- 
cessful marketing. 


AD. MAN’S BOOKSHELF 


Voice training for 
speech 


Basic Voice 
(McGraw-Hill 
tas. 6d.) 


This is the latest volume in the 
McGraw-Hill Series in Speech, 
the four authors all being from 
the University of California. 

It was written because of a 
need felt by them for “a text in 
voice training which would inte 
grate a moderate body of content, 
drawn from voice science, with 
usable drill material for voice 
improvement.” The “drills” are 
all “pegged to the basic concept 
that the student must first hear 
and analyse his own voice before 
he can improve it.” 

From these quotations from 
the preface it can be inferred 
that the book provides no easy 
reading. It is a serious treatise 
which includes a practical course 
in voice training for the reader 
so conscious of his own deficiences 
that he ts prepared to take infinite 
pains to remedy them. Instruc 
tors of publicity club public 
speaking sections should find it 
of particular value.—C.D.R. 


Training for Speech 
Publishing Co, Ltd, 


that coin money 


The gay coin-spot paper used to package Harley 
Chocolates spots the maker’s name, catches the 
customer’s eye, sends up sales. It’s a Sanderson 
Signature paper— one of the many personalised 
papers now being made for well-known products that 
range from sweets and scents to frocks and corsets. 
What Sanderson Signature paper has done for others, 
it can do for you. The publicity value of an exclusive 
paper with your own name or trade mark is enormous 


—and the extra cost is small. Ask your box-maker 


for details 


SANDERSON 


make 


S Lyn oturve Papero 


52/53 BERNERS STREET, LONDON, Wil 
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This 


He Regulations for the 
Control of Advertisements 
under the Town and Country 


Planning Act (1947) were 
evolved after lengthy consulta- 
tions with every expert opinion 
concerned, and, as a conse- 
quence. constitute what could 
be a businesslike and sensible 
effort to handle the problem. 

The outdoor advertising indus 
try itself, while not agreeing with 
all the provisions of the control, 
did nevertheless accept them with 
a feeling of satisfaction. The 
only real reservation was that a 
judicial decision through — the 
Courts, as previously operated, 
would have been preferable to 
one by the Minister, which, in 
fact, and in practice meant a 
decision by some permanent 
official, probably not of executive 
rank, Who had not seen the site 
or heard the arguments, but who 
had the private report of an 
inspector. 

Nevertheless, it was felt that if 
the Regulations were imple 
mented in the spirit in) which 
they were drawn up and intended, 
the final result might be reason- 
ably just and satisfactory. 


Outlook coloured by 

that of Minister 

1 suggest, however, that a 
permanent official’s outlook ts 
largely coloured by his knowl- 
edge of how his Minister looks 
at the matter Under the ad- 
ministration of the present Lord 
Silkin, who, when he was Minister 
of Town & Country Planning, 
displayed a well-balanced and 
fairminded attitude as regards 
advertising, generally, the work 
ing of the Regulations seemed 
fair and just. 

Since then, the position has 
rapidly deteriorated and Con- 
trol of Advertisements, except 
in Scotland and a few other 
areas, has developed into 
virtual suppression. 

True it is that in the few cases 
where the local authority ts 
co-operative, great advance has 
been made in the improvement 
of outdoor advertising generally, 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 
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policy spells suppression! 


and in the settlement of the lay 
out and siting of advertisement 
Structures which have been 
brought under consideration, 
whether they were already in 
existence, and subject to chal 
lenge, or new ones for which 
consent was being sought 

In such cases, rarely has it 
been necessary to call upon the 
Minister for his decision under 
appeal, and valuable time and 
expense has been saved all round. 

In others, however, where co 
operation seemed not forthcom 
ing, the result has been an influx 
of appeals, with the necessity of 
costly preparation of cases for 
and against, with plans, photo 
graphs, and lengthy memoranda, 
giving observation and counter- 
observation, and, of course, in 
some cases the further expense 
of a public hearing 

When this is happening all 
over the country one shudders to 
think what the cost is to the 
nation, let alone to the poster 
operators, who, for many many 
years, have been conducting a 
perfectly legitimate business, and 
now see it being taken away from 
them, without any compensation, 
save the cost of the removal of 
the condemned structure. 

In non-co operative areas con 
tractors are being called upon to 
remove structures, which being 
in commercial or industrial areas, 
cannot by the greatest stretch of 
imagination be considered as a 
danger to public safety, or injury 
to amenity, the only two reasons 
for which refusal of consent can 
legally be upheld. 

Phe industry is not complain 
ing that advertising hoardings 
cannot be erected in rural or 
residential areas; it doesn't desire 
to have its sites so located, but 
it does maintain that if it is 
recognised that advertising prop 
erly has its place in the field of 
economic selling, then if adver 
tisement boards = cannot be 
erected in commercial or indus 
trial areas, where are they to be 
located? 

And the curse of all this is 
that when such cases go to 
appeal--and the Minister is the 
sole and final arbitrator, tak 


A leading outdoor advertising contractor, expressing his own 
personal views, throws discretion to the winds, and in this unso- 
licited article protests against what he considers the repressive 
way in which the Control of Advertisement Regulations are being 
administered. He fears that unless both the Ministry and local 
authorities adopt a different attitude, the outdoor advertising 
industry will revolt and substitute obstruction for co-operation 
a development that would lead to chaos. 


ing the place of a judicial 
decision through the courts 
the Minister rarely failsto sup 
port the local authority, and 
appears to adopt the attitude 
that they ought to know best, 
which can hardly lead to con 
fidence in an unbiassed deci 
sion, 

He has even been known to go 
further than this, and when he 
cannot support an outrageous 
case of refusal on the grounds of 
danger to the public safety, he 
turns the appeal down on the 
grounds of injury to amenity, on 
which grounds the case on neither 
side has been brought up or 
considered; truly a travesty of 
what we used to look upon as 
British justice 

In some districts a dead set 
has been made against any adver 
tisement on a wall, or more than 
15 ft. above ground level Pre 
sumably, the idea is that if con- 
sent is only given for hoardings 
on vacant land, all advertisements 
will eventually disappear, Almost 
invariab]\ such 
supported by the 
appeal. 


decisions are 
Minister on 


Costing the country 
a mint of money 


I suggest that this kind of 
implementation of the Advertise 
ment Regulations was never in 
tended; that it is radically unjust; 
that it is costing the country a 
mint of money, and is in no 
incensiderable measure respon 
sible for the dramatic increase in 
rates In so Many counties, Waste 
ful expenditure which could be 
so easily saved if un-co operative 
local authorities would be more 
amenable, and matters 
instead of arbitrary 


discuss 
making 


TEMPLE BAR 2468 


decisions -and if the Ministry in 
ts decisions would make some 
attempt at giving an opinion 
which would at any rate bear 
some comparison” with those 
given previously in the courts 

Can it be wondered that the 
poster industry, like many others, 
iS getting tired of government by 
regulations, and would desire that 
we should revert once more to 
a proper procedure mn dealing 
with the legislature 

Unless something is done by 
the Ministry to ease the situa- 
tion and bring pressure to bear 
upon local authorities who 
adopt autocratic methods, and, 
indeed, to set its own house 
and organisation in order, | am 
afraid that the poster people 
themselves will withdraw the 
offer to co-operate, whether 
with the local authorities or 
the Ministry, and become 
detiberately obstructive, which 
will result in complete chaos, 
with appeals on every occa- 

sion, demands invariably for a 

public hearing, and opposition 

in the Courts to Enforcement 

Orders, when it is considered 

they are ultra vires. 

Up to now, the Outdoor Ad 
Vertising Industry's Advisory 
Committee has done invaluable 
work in co-operation with reas 
onable local authorities, particu 
larly in agreeing Areas of Special 
Control, and, where 
subjugating its own 
into a proper 


necessary, 
members 
frame of mind 


What a pitv to throw all this 
friendly spirit and valuable time 
and money-saving help over 
board But it will be if the 
Ministry and some local! authori- 
ties do not mend their ways 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


General Menoger: G. L. McLELLAN 
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POSTERS to suit 


the needs of every 
individual advertiser 


Good advice means so much and 
Sheldons with their 112 year 


experience can help a lot. 


Sheldons know every Poster site in 
every city and town and are able to 
select those sites to be of most 


benefit to the advertiser. 


Sheldons Its 


Established 1840 
SHELDON HOUSE, QUEEN ST., LEEDS, 1. 


The printing of 


PEarEecT 

ROUNDNESS 

IN SPACE 
by the 


Roye-Vala 
three-dimensional 
process 


Ce 


is exclusive to : 


Hl. CLARKE & CO. (Lonpoxn) LTD. 


36-16. NEW INN YARD, E.€.2 
Telephone: SHOreditch 6281-3 
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Face 
Facts... 


This illustration was taken from 

a Tibbenham-designed advertisement 
for Coronation Television. 

The faces are human —they appeal 
—they express more than mere 
words —they are alive. 


This ‘‘aliveness"’ is part of the 
Tibbenham technique. It is the vital 
spark that makes Tibbenham publicity 
tell and sell. 


Why not see what they can do for you? 


a ' 
TIBBENHAM PUBLICITY LTD. (208! 000, 
244 HIGH HOLBORN, LONDON, W.C.1. 
Telephone: HOLborn 8074 (3 lines) 


il 
URGENTLY 
me WANTED 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone : Mischem 223!-188!-4054 Telegrams : Destroying, Mitcham 
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BUT 
in the Metropolis of the 
North millions of well-to-do 
buyers from Lancashire, 
Cheshire and Derbyshire 
regularly shop in 


MANCHESTER where 


\ 


My THE ¢ rata oRoNATion PASSES 


- 


offer advertisers a choice 
of 2,000 PREDOMINANT 
POSTER SITES, giving a 
compiete coverage of the 
MANCHESTER AREA 


MANCHESTER POSTER SERVICES LTD. 
Bootle Street, Deansgate, MANCHESTER, 2 


= 


Our modern sites 
are all “3-D”’ 


and leap to the customer’s eye. 


PADDINGTON 0186/7 


PADDINGTON ADVERTISING COMPANY 
37 SPRING STREET, W.2 


THE CLASSIFIED SMALLS 
in the 


HOME COUNTIES 
NEWSPAPERS GROUP 


are a proved success 


over 100 cols. 
weekly 


2/6 


for over 


126,000 


circulating throughout 
Beds, Herts and Bucks 


Represented in London by 
WILL KITCHEN, Jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office : 
MANCHESTER STREET, LUTON 


Phone : Luton 
Advertisement Manoger : 


C. W. Gilder 


LANCASHIRE 


THE IDEAL PosTEr COUNTY 
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THERE ARE MANY 
LIKE IT IN 


STER ADVERTISING 
ASSOCIATION 


38% 


STUART LEWIS 


month’s posters and 


warning to himself : 


; to commission 


Beware of the sun! 


UST as the number of pretty 
women per square mile 
shows a sharp seasonal increase 
in the month of May, so the 
number of passably good 
posters grows noticeably larger. 
Clearly the warm-hearted mood 
of spring cannot be attributed 
entirely to biological! urges and 
the insidious influence of the 
birds and the bees. | believe that 
the sun is at the root of it all. 
Posters of quite indifferent design 
suddenly glow with life and charm 
as its golden light illuminates 
their ill-assorted colours. Others, 
which on a dull day would recall 
Oscar Wilde’s epithet for the 
English face, “once seen, never 
remembered,” do not seem quite 
so commonplace after all. There 
is no doubt that when the sun 
shines it is necessary to acquire 
a little of the Scrooge spirit to 
retain one’s critical sense. 

What then can | say of the 
new Lux poster which disarms ali 
criticism? I can only admit that 
its excellence momentarily took 
my breath away. Sun or no sun, 
this is a beautiful design; its 
colour is a poem, its draughts- 
manship a dream. The clear 
mauve of the girl’s dress, the 
pink of her flesh against the white 
of the nightdress she holds to her 
cheek, the subtle blue-green of 
the striped wallpaper in the back- 
ground—all are perfectly dis- 
posed: there is just enough of 
each in just the right place. The 
familiar navy blue packet, which 
is quite small but an integral part 
of the design and colour scheme, 
proclaims the product with quiet 
insistence. This is the best poster 
I have seen this year, 

* * * 


ROADLY speaking there are 

two ways of producing a 
poster. One is to express the 
idea Or message with the utmost 
economy of words, and then to 
evolve an apt design to present it 
and an evocative colour scheme 
to dramatise it. The other way is 
a first-rate artist 


' to paint a suitable picture and to 


| Start worrying 


afterwards about 
how and where the wording 
should be displayed 


It looks as if the new poster 
for Wall’s ice cream was pro- 
duced by the latter method. Here 
is a pleasant Fairbairn drawing of 
a mother, home from her morn- 
ing’s shopping, holding a packet 
of Wall's behind her back as her 
child tries to capture jit. So far. 
so good; and the wording “Take 
home some Wall’s—it’s all good- 


looks 


issues a stern 
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at this 


ie 
? mae 


A_ poster that disarms all criti- 


cism. Takes the breath away. 
ness” is perfectly adequate. But 
how is the wording displayed. 


how is it related to the rest of 
the design? It is merely slashed 


across the picture in_ lettering 
which might well have been 
drawn in ice cream. ‘True, it is 


legible, but equally true, it wrecks 
an otherwise excellent poster 


* * * 


y.CONOMY of words has been 

4 brought to a fine art in the 
Munchmallow poster, which 
shows the product wrapped, un- 
wrapped, and half-eaten. The 
three illustrations are supported 
not so much by words as by 
sounds: “Ooh!” “Ah!” and 
“Mmm!” This is not copywriting 
as I know it, for the reason that 
such glib ejaculations (which tell 
the reader nothing about the pro- 
duct) could equally well be ap- 
plied to soup, meat, vegetables or 
any other edible product on the 
market. 


Compare this with the lively 
series for another Macdonalds 
product, Chocolate Penguin. 
While varying greatly in design, 
these posters have all been linked 
with the common message “Big- 
gest Chocolate Treat for 34d.” 
This says somethine—something 
which millions of consumers have 
no doubt remembered. Was there 
nothing more memorable to be 
said about Munchmallow than 
“Oohs!” “Ah!” and “Mmm!"? 


* * . 
OILS WHITEST of all!” 


Who said that? Tide, Surf. 
Oxydol, Rinso, Persil, Spel? 
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Don't bother to rack your brains, 
it's Daz—here in London after 
a run in the provinces. The 
newest of the soapless wonders is 
being launched with a_ poster 
which shows an animated white 
shirt, arms aloft, holding the 
packet, As a change from hyper- 
thyroid housewives this is not a 
bad idea; but unfortunately it has 
been presented in an obvious, un- 
imaginative way. There is no fun 
in the animation, no trace of ex 
citement in the not-too-happy 
association of primary colours. 


“Not a bad idea, but there is no 
fun in the animation.” 


Treated differently, this could 
have been an amusing and effec- 
tive job 

By the way, it is pleasing to 
note that amid all the boil and 
bubble of soap and soapless ad- 
vertising Persil stick to their 
classic campaign and are content 
to claim that “Persil washes 
whiter.” We must be thankful 
for small] sanities. 


* * * 


ya. posters steadily improve 
Recently we have — seen 
Gilroy's figure-packed but 
strangely intriguing job for the 
story of Gilbert and Sullivan, 
and among others the — suit- 
ably quaint Bawden = design 
for The Titfield Thunderbolt, Can 
one therefore complain too 
bitterly about such monstrous 
esthetic lapses as the recent job 
for Niagara? This at least is a 
poster which fits the film. For 
there she is, the already fabulous 
Marilyn Monroe, lying like a 
stranded seal on the edge of the 
famous Falls. The caption 
“Marilyn Monroe and Niagara 
a raging torrent of emotion which 
even Nature couldn't control,” 
explains the gimmick. If the stan- 
dard of film posters continues to 
rise at its present rate, posters 
like this will pay off in the end 
by reason of their sheer eccentri- 
city. 


* * * 


7) VER since Fougasse designed 
4 his famous animated hand- 
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Loyal 


tribute 


Designed by “Shep,” this poster 
has been produced for British 
Railways by the Western 
Region as a loyal tribute to 
Her Majesty Queen Elizabeth 
I. It will be displayed at rail- 
way stations in England and 
Wales until the end of June. 


kerchiefs for Pyramid, the stan- 
dard of Tootal posters has been 
high. The current one shows a 
Georgian gentleman, drawn in a 
simple flat-colour treatment, 
wearing three ties at once. This is 
a neat way of illustrating the 
slogan “Every man needs a stock 
of Tootal Ties” and the sort of 
device which is bound to get 
attention. 


al . al 
For Air France 
Part of the advertising pro 
gramme Havas Ltd, Air France 
agents for outdoor publicity, are 
arranging for Coronation year 
comprises new posters for double 
front positions on London trans 
port buses. The posters, by Dorrit 
Dekk, are in 16 designs depicting 
various destinations by means of 
head and shoulder drawings ot 
natives of the countries concerned 
They are printed silk screen 


> 


i ahteate 


iweive months ago the Arthur Chadwick Challenge Cup presented by the 

B.D.M.A. for the year’s most outstanding direct mail campaign, was 

awarded to the Norman Kark Publications for the impressive originality 

of its entry. This photograph was taken last week prior to the return 
of the Cup for the 1953 Award. 


In a_ highly competitive field, of arresting the reader's interest in like manner the Kark Publ 
the Doris Richardson entry soared and delivering a clear cut, tions, blazing their pioncer 
high above the others by challenging message. fine craftsmanship and ma 
complete originality of We instinctively respect the impec- production, command atten 
mailing piece. Nevertheless, eac cably cut Savile Row suit, the ele- win respect. audience. They have learned that 
and every item had in common gant grace of a Rolls Royce, the Discerning advertisers ha lk through quality they can sell quan- 
with its fellows the quality sweeping lines of a modern ‘plane felt that the originality in uy tity 


THE NORMAN KARK PUBLICATIONS COURIER, TODAY, BANDWAGON, TH! LONDON MYSTERY MAGAZINE 


ind presentation of the Kark Pub- 
lications present an ideal back cloth 
upon which to set their own stage 
and win the attention of an eclectic 
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eading international 
advertisers use 


Holland’s biggest newspaper 


Of course they do! These firms know their 
business well and realise the great buying power 
represented by 285,000 average Dutch families who 
read Het Vrije Volk daily. 

In 1952 the tollowing well-known names were 
among those advertised in Het Vrije Volk: 

Acme Wringers, Air-Wick, Austin, B.F.A., Biro, 
Brylcreem, Coca-Cola, Gillette, Goodyear, Hoover, 
Ilford, Kodak, Kruschen, Pro-phy-lac-tic, Sanfor- 
ized, Sloan's, Sunkist. 


Het Vrije Volk 


U.K. representatives: Joshua B. Powers, Ltd. 
14, Cockspur Street, London, S.W.L. 
Tel. WHI 3366 


| 


Silk Screen Printing 
DISPLAY - 


171 NEW BOND STREET, W.! 


EASTWOOD STREET, S.W.16 


SHOWCARDS - 


Head Office 


Works 


POSTERS 


MERCURY DISPLAYS LTD 


Tele: GROSVENOR 8711 


Tele: STREATHAM 4595 


AND 


. 


Mechanieal Worl 


ENCINEERINGC RECORD 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 
engineer. 

Send for free specimen copy and rate card 


EMMOTT & COMPANY LIMITED 


50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER 3 


I|- 
Mw 
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Norwegian magazines to 


publish weekly 


again this winter 


ROM October 1 last year 
paper rationing in Norway, 
which had been in effect for 
many years since the begin- 
ning of the war, was lifted for 
daily newspapers. 

Magazines, however, continued 
fortnightly publication with a 
reduced amount of pages instead 
of returning to weeklies as before 
the war 

Recently it has become clear 
that Norwegian magazines will 
come out weekly from next 

October, It is expected that the 

issues will be increased to 32 

pages from the same date but 

for the time being size will 

stay at 24, 

Twice as much = advertising 
space will be available and it 
seems reasonable to expect that it 
will be easier to obtain space 
than it has been. Some people 
expect a drop in circulation. 

Since the war, Norwegian 
weeklies have contained only 600 
pages per agnum against 2,600 
before the war. Now the pages 
are being increased to 1,200 per 
annum, which still is less than 
50 per cent of pre-war level. Ad 
vertising space is limited to a 
certain proportion of the total 
number of pages. 


France 


A new advertising organ in 
France: the detective sory, 

Jacques Thibaud, who first 
recognised the book as an adver- 
tising medium with “Le guide des 
feunes ménages” (a guide for 
newly married people), is now 


publishing a detective story collec- ’ 


tion called “Détente” which he 
will send without charge to 
fairly well-off and selected people. 
Expenses are covered by pages of 
advertising inserted in the books. 
A list of the persons who receive 
them will certify their circulation, 
50,000 copies of the first story 
have just been printed and will 
be distributed mainly in Paris and 
the suburbs, 


* * * 
THe House cleaning product 


“Cavaseul” is being publicised by 
a circus travelling all over France. 


Switzerland 


IN SEPTEMBER 1952. 72,609 
motor-cycles and 39,217 motor 
scooters (111,826 two-wheeled 
vehicles) were registered = in 
Switzerland This represents an 
increase of 27.000 machines over 
registrations in 19S] 


Though — the 


Proportion of 
British vehicles—which was for- 
merly 4$—has fallen to less than 
one-fifth, Great Britain still occu- 
pies second place in importance 


with 21.083 machines 
first place with 34,484 

The general feeling here is that 
Britain is experiencing some difli- 
culty in meeting the competition 
of other countries, particularly 
Germany, who in the last year by 
the use of widespread advertising 
increased her share of the market 
by some 7,000 machines to 
18,624. 

-Publicitas §.A., Lausanne. 


The Rhodesias 


Rhodesia Herald and Sunday 
Mail will now accept advertise- 
ments up to full page in size. 
Rates for extra colour have been 
revised, and particulars will be 
given on = application.—P. N., 
Barrett Company (Ptv.) Ltd., 
Cape Town, 


Denmark 


Ekstrabladet recently published 
Statistics showing some of the 
biggest advertisers of branded 
goods in 1952, 

The Dutch radio and electrical 
manufacturers, Philips, who are 
very active in the Danish market, 
take the lead with their continu- 
ous advertising in eight Copen- 
hagen dailies. Second and third 
are, respectively, Rich's, Danish 
manufacturers of chicory, and 
Atlas refrigerators. 


Italy holds 


Leading advertisers by groups 
are: Motor Oils: Shell, Esso; 


Cars: Austin, Ford; Choco- 
late: Delfol, Tom. (both 
Danish); Beverages: Tuborg 


(Danish, beer), Pompus (Danish, 
lemonade), Rich’s (Danish, 
chicory); Foodstuffs: Oma mar- 


garine (Unilever); Stationery: 
Parker, Groma (German, type- 
writers); Household: Persil, 
Rinso; Toilet Articles: 471), 
Ginge (Danish, razor blades); 
Radio: Philips (Dutch), Aristona 
(Danish).-Weher & S@rensen, 
Aarhus. 


Portuguese East Africa 


Noticias, Portuguese daily of 
Lourenco Marques, has started 
an afternoon edition, Noticias A 
Tarde, containing an English 
language section. 52. insertion 
rate is 2s. 6d. per column inch. 
Circulation is claimed to. be 
around 6,000. Advertisements 
may be printed in English or 
Portuguese. Translation is free 
P_N. Barrett Company (Pty.) Ltd., 


Cape Town. 
India 


Express Newspapers’ Ltp., 
Madras, Bombay and Delhi, have 
announced that one of their daily 
publications, Indian Express, 
which has so far been published 
from Madras will be published 
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W. M. de 


Mujo and Lars Bramberg designed this 


‘Schlesinger City” 


model as part of the great Schlesinger concern’s golden jubilee display 


at the 


simultaneously from Madras, 
Bombay and Delhi with effect 
from July 1, 1953, incorporating 
their two other daily newspapers, 
National Standard, Bombay, and 
Delhi Express, Delhi. According 
to the publishers, the simultane 
ous publication will have an 
audited initial circulation of over 
60.000 copies per day 

They have also announced that 
with effect from July 5 their week 
end illustrated newspaper Sunday 
Standard, now being published 
from Bombay and Delhi, will also 
be published from Madras incor- 
porating the Sunday Indian 
Express. It is expected that the 
simultaneously published Sunday 
Standard will have an_ initial 
audited circulation of above 
95,000 copies. 

* ¥ 


Iran 


—_ 
THe Use of colour in the dailies 
and weeklies is gradually becom 


Rhodes Centenary Exhibition, Bulawayo. 


“S-0 > Sa  e 
ing more general, Kevhan now 
accepts colour advertisements on 
front and back pages; Ahon- 
daniha, bi-weekly, prints photo 
graphs in colour and also accepts 
colour advertising on the back 
page; Erelaat Haftegui, weekly, 
takes colour advertisements on 
the back page only. Tehran Mos 
savvar, Weekly, is stepping up 
promotion to encourage adver 
tisers to take more space 

. . * 


Radio advertising has recom 
menced along the former lines of 
a daily IS-minute broadcast of 
announcements 

* ¥ * 


CINEMA ADVERTISING is on the 
increase and many more adver- 
tising films are now shown. Ex- 
hibition rates for slides have 
been raised. In some of the main 
cinemas slides are shown with an 


accompanying recorded announce 


ment. J. Finzi, Teheran 


Reading time assessed 
for Dutch media 


JHE 


Nederlands Instituut voor de Publieke Opinie con- 


ducted a survey of press media in Amsterdam last year, 
and among many interesting results published, it is asserted 
that the average reading time for dailies is 30 minutes, for 
women’s magazines 90 minutes and for illustrated family 


weeklies 60 minutes. 

Ihe survey also reveals that 
readers of daily newspapers 
spend 6-10 minutes looking at 
advertisements, but readers of 
women’s magazines and family 
illustrated weeklies spare only 
5 minutes of their reading time 


un average of 32 pages and 15 per 
cent of these are advertising 

The average daily does not 
have more than eight pages, of 
which approximately 35 per cent 
is advertising 

This table tells the story 


ADVERTISER'S WEEKLY 


BOLTON EVENING 
NEWS 


Shopping Guide to nearly quarter of a 
million people with money to spend. 
BOLTON EVENING NEWS is delivered 
to eight out of ten homes every day by 
Newsagents. 

BOLTON is the main shopping centre for 
those living within 100 square miles of the 
Town Centre. 

Your advertisement in the BOLTON 
EVENING NEWS will definitely help to 
increase your sales. 


Rate 21 - single 
column inch 


A.B.C. Net Daily 
Sale 82,461 


TILLOTSONS NEWSPAPERS LTD. 
MEALHOUSE LANI 6 ARLINGTON ST. 
BOLTON . LANCS. LONDON S.W.1 


Telephone: Bolton 1994 Telephone: GRO 5220 
Advert. Manager: Wm. Sheppard London Manager: C. A. Miles 


REVOLUTIONARY 
DISPLAY 
SERVICE! 


Tus display lends itself to 
advertising all classes of goods 
in a Way unupproached by 
any other method, Centre 


CENTRE 
PANEL 
TURNS 

ABRUPTLY 
EVERY 
10 SECONDS 


Average 

number 

f pages 

Women's Weeklies 

Illustrated Family Weeklies 
Daily Newspapers 


Average Average 
space for reading 
adverusing time (adverts 


for the advertisements. 

Ihe latter group, although 
much longer read, has the least 
attention focused on advertise 
ments, the survey states 

The bigger women’s magazines 
have from 64-72 pages. of which 
25 per cent or more ts advertising 


The fam Magazines contain 


The table gives in a nutshell 
the result which the NIP.O 
came to by comparing the num 
ber of nages in the various media 
with the time spent on reading 
and the proportionate area of the 
media sccounted for by adver 
tisements, expressed in per cent 
of total reading time 


moving panel can display 
either wording, goods or both 
and the unit can be designed to face either one, two or four 
ways. [he movement attracts the public and curiosity 
compels most to watch a complete revolution of four panels 
This unit advertising your goods ensures that your name is 
the most prominent any shop window or internal display 
and reaches the pul when they are about to buy, 

The display wil! shortly be available on contract hire 
terms. The sponsor designs the material and we make the 
unit. Hire terms include moving the display from shop to 
shop fortnightly or other period as arranged. The object 
of the hire system » ensure that value is extracted from 
every penny spent on this unit and avoid the waste involved 
in distributing display material to retailers which is never 
used. The sole responsibility of the advertiser is in supply- 
ing a list of addré where the unit is to be displayed 
Only one advertiser will be accepted for each product 
advertised during the period of the contract 


Further details from H. V. POWELL 


98 BIRCHFIELD RD., BIRMINGHAM, 19 Tel. NOR 0776 


PATENT PENDING 
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Largest Net Sale in 


KENTISH TIMES 


SERIES OF WEEKLIES 


Eight papers 


circulating 
residential and industrial territor 


in the prosperous 
of North West 


Kent. Intensive coverage in BROMLEY, SIDCUP, 


CHISLEHURST, 


ELTHAM, 


ORPINGTON, 


BEXLEYHEATH, ERITH, WELLING & DARTFORD 


—one unbroken area! 


80,471 


NET@SALES A.B.C. 
FOR YEAR ENDING 3! DEC 1952 


Head Office : 
Times Buildings 
Sidcup 
Tel. FOOtscray 1155 (4 lines) 


London Office : 
Bank Chambers 
329 High Holborn, W.C.1 
Tel. HOLborn 2730 


THE 


WELLINGTON JOURNAL 


& 


SHREWSBURY NEWS 


NET SALES 50, 134 weekty (a8.c,) 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (c&N¢rai2626) 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and prosperous area of South- 
‘est Middlesex 


NET SALES 


42,150 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-7-8 
London: George Jackson, 
Clifford's Inn, bes HOL Il 
Founder Member London Suburban 
and Home Counties Press Group 


Largest Circulation 
in rural Essex 


Essex County 
Standard 


series 
COLCHESTER 


45,941 (Sept. ABC) 


fact photography 
advertising 


FULL COLOUR FACILITIES 
Official Photographers to the LONDON Z00 


26a BREWER STREET, W.1 
GERRARD 6665 and 5868 


a 


Collector’s 


| 
| 


piece among 


Coronation 
‘souvenirs 


Amip THE diversity of news- 
paper souvenirs published for the 
Coronation a unique publication 
is that of Berrow's Worcester 
Journal which proudly claims 
the title of the world’s oldest 
newspaper 

In a 32-page production it 
turns back the pages of history 
with extracts of contemporary 
reports over 250 years, many 
reproduced photographically from 
its files [hese accounts, with 
their crude typography and 
antiquated phrasing, portray the 
spirit of the times more vividly 
than all the elegant prose which 
the historians may command 

Sometimes, it is observed. the 
historic event was not always 
immediately recognisable as such 
The first account of the French 
Revolution rated a paragraph on 
the back page; Waterloo was first 
reported as just “another Allied 
victory.” 

Not the least interesting feature 
is the advertisements which are 
reproduced, for they, like the 
news extracts, are a mirror of 
the ages past 

Royal occasions 
Coronations 


and past 
are well jllustrated, 
and there is a remarkably graphic 
account of Queen Caroline’s 
being refused admittance to the 
Abbey at the Coronation § of 
George IV. 

Berrow's Worcester Journal had 
an unrivalled store on which to 
draw They have produced a 
real collector's piece, its judicious 
and catholic selections being 
presen‘ed in a_ restrained and 
compelling style. 


Paper with a 

flexible spirit 

BEHIND THE rise of a newspaper 
there always lies a story of 
interest. Always, of course, the 
hard grind, the spade work, con- 
stant endeavour and supervision, 
but in addition there are the 
g0od and bad “breaks,” the lucky 
chances presented for those who 
can seize them. 

The Southend and 
Pictorial has a_ history 
provides all these features. 

Founded in 1900 it was for 
many years produced as a formal 
news-sheet until in 1939 the 
whole format was changed and 
small page size adopted. The 
principle of re-writing the week's 
news in attractive form was com 
menced. Hardly had the effect in 
increasing sales been felt, how 
ever, than the war intervened 
At its conclusion the circulation 
of the Pictorial was 5,000 copies 


County 
which 


weekly. Again began the task of 
building up. Special illustrated 
stories of local businesses and 


WILTON EVAN 


other features were included and 
a more attractive lay-out adopted. 
Every opportunity was seized 
within the strict allowance of 
newsprint to further the appeal 
of the paper. Special supplements 
were produced and the flexible 
spirit of the paper was typified 
in the recent floods when a 
special supplement, profusely 
illustrated, was on sale within 
48 hours. Following two reprints, 
a total of 37,000 copies printed 
were sold and the demand still 
remained unsatisfied 

Published in conjunction with 
the Southend Standard, every 
endeavour has been made at all 
times not to compete with it, and 
despite the steep rise in circula- 
tion of the Pictorial from 14,800 
in 1950, to over 16,000 in 1951 
and with a current figure in 
excess of 20,000, this has been 
achieved despite almost doubling 
the Southend Standard’s circula- 
tion over its pre-war figure. 


leads 
Soap-Box St. 
“Don- 


The “Little Red Monkey” 


the field in the 
Leger organised by the 
caster Chronicle.” 


AS EVERYONE knows the St. 
Leger is run at Doncaster. And, 
as every schoolboy knows (at all 
events for miles around), the 


Soap-Box St. Leger is staged 
there, too—by the Doncaster 
Chronicle. 

This year’s event drew an 


attendance of 2,500, and the win- 
ning “car,” which averaged 15 
m.p.h, to set up a course record, 
bore the name of “The Red 
Monkey.” 

The St. Leger is the main event 
in a full-scale race meeting on a 
tarmac road beside the real St. 
Leger course, and all the flags, 
banners, and marshalling tech- 
nique of a pukka race meeting 
are employed. The event is a 
“curtain raiser” for the Scouts’ 
Soap-Box Derby and is based on 
the same rules. The cars are 
home made pedal-driven vehicles, 
built by scout troops and youth 
clubs at a cost not exceeding £5. 
Most of them have three-speed 
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gears. The Chronicle gives nearly 
£20 in prize money, all of which 
goes to scouts’ or youth club 
tunds. Winning drivers receive 
cups. 

This is a novel and notable 
promotion effort which gives the 
paper excellent publicity besides 
providing the locality with an 
imteresting sports fixture. 

* * 

WHEN Lorp ILIFFE started the 
Coventry Evening Telegraph's 
new press last week, he delighted 
those present with some interest- 
ing reminiscences 

“When I look back I always 
feel that my father showed tre- 
mendous courage in Starting an 
evening paper in Coventry in 
1891 because the population of 
Coventry was only about 50,000,” 
he recalled. 

“No one to-day outside a 
lunatic asylum would have 
started a daily paper unless the 
population of the district was 
well over a hundred thousand.” 

Lord Iliffe said his father must 
have had a tremendous struggle 
for many years to make both 
ends meet, for it was not until 
1905 that the paper attained the 
then “enormous circulation” of 
10,000 copies 

“To-day, we are knocking at 
the door of 100,000. We have 
not quite reached it, but hope 
soon to do so with the better 
paper produced by this wofider- 
ful press.” 

The next thing that happened 
to the paper was during the war 
when first the machinery. 
premises and works were entirely 


BRIGHTON PICTURES FOR AMERICA 


Visiting America and Canada 
on a month's search for new 
business opportunities and more 
dollars for Britain is F. R. 
Sainty, managing director, Saward 
Baker Litd., who conveyed greet- 
ings from the Advertising Asso- 
ciation of Great Britain to the 
Convention of the Export Adver- 
tising Association, and = also 
special civic greetings from the 
Mayor of Brighton, Sussex, to 
the Town Supervisor of Brighton, 
New York. 

This picture taken in the 
Mayors parlour, Brighton, 


wiped out, followed the next 
year, by the total destruction of 
the offices. 

“Thanks to the wonderful staff 
we never lost an issue,” said 
Lord Iliffe. “The paper was 
printed first in Birmingham by 
the kind help of the Birmingham 
Gazette, and then for a long time 
in Nuneaton. 


Sussex, shows (right) the Mayor 
Alderman Miss Dorothy E 
Stringer, J.P.. and Mr. Sainty 
holding a presentation album of 
pictures of Brighton and its sur- 
rounding country. 

On the left is W. T. Curtis- 
Wilson, managing director of the 
Brighton and Hove Herald, who 
gave the pictures from his news- 
paper's regular pictorial feature, 
“Beauty Around Our Border.” 
The album, bearing an_ official 
inscription and the’ Brighton 
coat-of-arms, was compiled by 
Saward Baker & Co., Ltd 


“Immediately after the destruc- 
tion of our building we set to 
work to devise new offices and 
works, got the plans out and also 
pape orders for new machinery. 

e thought the new machinery 
would just about be ready by 
the time the new works were 
ready, but although the machin- 
ery took much longer than we 


I wash to express my appreciation and thanks 


especially my former competitors 


Mr. R. F. Crux and has colleagues at Studio Briggs 


for their excellent service in connection wath the 


current Exhihition at Park Lane House Ws 


GORDON 


WEST 


ADVERTISER'S WEEKLY 


thought, the offices and works 
are not yet even started 

“So, we could not wait any 
longer. We thought the right 
thing to do was to put the new 
machinery in here and move it 
when the time came,” said Lord 
lliffe 

Before its destruction it was 
thought that the paper's equip- 
ment was the best and most up 
to-date in the Midlands. 


. . 7 


Tue rites of local papers are 
an inexhaustible mine for the 
historian—-and not always the 
local historian at that. I have 
once again had this brought to 
my notice in looking at a 
brochure, A Hundred Years of 
The West Sussex Gazette, 185}3- 
1953. 

William Wood Mitchell, the 
first, founder of the Gazette, 
put up a valiant fight against the 
“taxes on knowledge,” a fight 
much admired by Richard Cob- 
den, who lived not far away 
from the Gazette's town, 
Arundel. ‘The liberties that we 
inherit Owe not a little to such 
men as Mitchell—and the papers 
they have founded. 

The brochure has been com- 
piled by F. V. Wright, sub-editor 
from 1926-35 and then editor till 
1950. Its pictures include Capt. 
R. F. Mitchell (grandson of the 
founder) the present chairman 
and managing director, and his 
son, P, B, Mitchell, deputy man- 
ager and a director. Four gene- 
rations and still going strong! 


for the co-operation I have recewed from many old friends, 
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MAN WITH HIS 
EYE ON THE 
BALL... 


Charles Webster would make a 
good advertising man. He knows 
that publicity is essential to “put 
across” a redesigned product. So 
he gave a party to advertising men 
to celebrate major, and costly, im- 
provements to the West Essex Golf 
Club course, of which he is captain. 
Mr. Webster certainly knows how 
to give a party—-and his guests were 
enthusiastic about the merits of the 
course, so near London for visiting 
societies and with such a hospitable 
atmosphere (or should I say spint?) 
in the clubhouse. 

Space buyers and sellers, adver- 
tising agents, poster and publishing 
executives and the captains of no 
fewer than three advertising golfing 
societies were among the guests who 
warmly thanked Mr. Webster for a 
grand day. Replying, the captain 
paid tribute to Harry Dawson- 
Salmon, of Argus Press, for his 
orgamsing help. Incidentally, Mrs. 
Dawson-Salmon and another lady 
member, Mrs. Rubery, were charm- 
ing hostesses at an improvised re- 
freshment kiosk midway round the 
course both in the morning and 
afternoon. 

With everybody a winner on such 
a day of largesse, I almost forgot 


Stitchcraft is referred to again and again—used and re-used—by women 
who knit, crochet, sew, cook, embroider, make rugs. 
ABC net sales 214,926 copies a month: Type area page 8} ins. x 6 ins. 
£204 a page: Advertisement Manager 8S. H. BOWDEN, Stitchcraft Ltd. 
Great West Road, Brentford, Middlesex. Telephone EALing 6283. 


ITCHCRAFT 


is an ad with 


to mention that the winning card in 
the morning was put in by John 
Sime, and that in the afternoon by 
“Archie” Melsaac and H. Dawson- 
Salmon. 


In his father’s 
footsteps 


THE son of a former president is 
the new president of the British 
Federation of Master Printers. He 
is Kenneth Barnard Reid, whose 
father, Sidney Reid, was president 
in 1909-10. 

Managing director of Andrew 
Reid & Co., Lid., of Newcastle upon 
Tyne, Mr. Reid has, like all 
B.F.M.P. presidents, been through 
the mill of service to the printing 
industry. Varied interests outside 
are indicated by the fact that he is 
an executive committee member of 
the Northumberland and Newcastle 
Society and a member of the Natural 
History Society of Northumberland 
and Durham. 

The new vice-president, Geoffrey 
C. Griffith, is a grandson of the 
founder of the firm of W. P. Griffith 
& Sons Ltd., of London and Bed- 
ford. He has had a notable record 
of service to the London Master 
Printers’ Association, particularly on 
the labour side, Outside of print- 


ing, he has been a director of a 
bedding manufacturing firm for the 
last 25 years. 


Former students under typographer Stanley Hayter at the Camberwell 
School of Arts entertained him to dinner. L. to r. (standing): Leon French 
and William Morgan (London Typographical Designers), E. Errington 
(T. B. Browne) in front of Edward Burrett (free-lance), G. Hynes (Hunt, 
Barnard) in front of G. Hassell (London Press Exchange), L. Mott (Moore 
& Tomlinson), Stanley Cocks (Shell), George Avery (Nickeloid), Hallam 
Fordham (Yardley); (seated) Stanley Hayter (left) and Charles Read 


(Twickenham Technical College). 


The iced cake in front represents 


three pieces of type bearing the initials ““S.W.H.” 


New posters for 
Air France 


A SET of new posters recently 
completed by Dorrit Dekk for Air 
France, will soon ornament London 
buses. To celebrate the occasion, 
and so that they could see the 
posters, she 
and Air 
France enter- 
tained a 
number of 
friends last 
week to a 
cocktail 
party at her 
Chelsea flat 
Among the 
company 
were J. ON, 
B a mf ord, 
general agent 
in U.K. for 
Air France, #9 

and J. F. 

Sova, man- 

aging director of Havas Ltd., Lon- 
don, agents for the Air France out- 
door advertising. 

Having admired the posters, I 
asked Dorrit Dekk to show me the 
kind of work she does when she 
paints “just for fun.” My reward 
was a glimpse of some delightful 
sketches of Continental scenes in 
the strongly distinctive style evident 
in her commercial work 


A short cut 
to heaven 


“SHORT cut to heaven for 
Bevan” was how Frank Waters, 
managing director, News Chronicle, 
and president of the Regent Club, 
described a two-foot square patch 
of beaver-boarding on the ceiling 
of the Club's lounge. 

Its presence puzzled members 
until they learned the reason there- 
of. It was, so to speak, the “scar” 
left when a two-ton girder was 
hoisted up through three floors 
right through the centre of the 
building. 

* * * 


Now that news about flood relief 
has faded into the background it 
is time to pay a tribute to the work 
done by H. FE. Albany Ward, chair- 
man and governing director of 
Award Advertising Service Ltd., for 
the notable high-speed work he 
did for the fund in its earliest 
slages. 

Within a day or two of the news 
of the flood he had, quite off his 
own bat, got the design for a 
double-demy poster approved by 


the Lord Mayor, and a couple of 
days later, thanks to two nights’ 
work by his factory, had posted a 
very large area, and sent posters to 
the Mansion House as well as sup- 
plying British Transport with about 
2 couple of thousand posters. He 
also produced show cards and dis- 
play bills, all free of cost of course, 
not to mention a handsome dona- 
tion to the fund himself and col- 
lecting sums from his friends. 

This display of initiative would 
have done credit to a far younger 
man. 

* * 


BBEFORE he left for America on 
the second leg of his round-the- 
world trip, Harry Woolf, managing 
director of Goldberg Advertising 
(Australia) Pty. Ltd., told me that 
British manufacturers should not be 
misled by the current high prices 
in Australia. The continuing de- 
mand for primary products, notabl 
wool, has created an all-time hig 
level in wages, which tends to keep 
prices high. But, Mr. Woolf 
emphasises, this does not neces- 
sarily give a true indication of the 
market potential for individual pro- 
ducts there. A product may retail 
in the U.K. for less than half its 
selling price in Australia, but this 
does not mean that the demand 
“Down Under” is any less. 
Naturally he found the topic of 
immediate interest to business men 
and associate agencies in this coun- 
try was the Australia import re- 
strictions and the likelihood of their 
being lifted. He believes that busi- 
ness between the two countries will 
begin to return to normal fairly 
soon. Meanwhile the Coronation 
and the Royal Visit next year, in 
both of which there is intense in- 
terest in Australia, are stimulating 


factors. icin 
WEEKS WISECRACK 


“Our space reps. are all 
joining the Home Guard. 
Naturally they are hoping 


for a commission.” 
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The Cheapest Advertising Buy among 
all monthly magazine members of the 
Audit Bureau of Circulations 


| ¢ 408, 201 (July—Dec. 1952) A 2. C. 

£200 per page | 
9/10d. per page per thousand 

8 in 4 readers are married 

: 82% of married readers have children 

* 9 readers per copy | 


If your appeal is to women with families, 


True Story 


MAGAZINE 
AND 


rue 
Romances 


offer you the best Advertising Buy in Britain. 


A. H. McISAAC, ADVERTISEMENT DIRECTOR 
ARGUS PRESS LIMITED, 8-10 TEMPLE AVENUE, E.C.4. CENTRAL 3514 
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ADVERTISER'S WEEKLY 


‘Canada Review’ 
first issue 


lo present British readers with 
the “grass roots news” about 
Canada which they need in order 
to obtain an accurate picture ; 
defined as the purpose of Canada 
Review, the new sixpenny weekly 
paper which the Canadian pub 
lisher, Roy H Thomson, has 
launched in this countrys 

“No publication in the United 
Kingdom is devoted to Canadian 
news and information,” states his 
signed leader in the first issue 
“Established periodicals and 
newspapers publish little — of 
Canada’s day-to-day story 


Composite edition 

It is in the hope of remedying 
this situation that I have decided 
to present the Canadian scene 
abroad through the medium of 
Canada Review This weekly 
publication is in the main a com 
posite edition of my Canadian 
newspapers There will be a 
good selection of such news from 
Canada's farflung communities in 
every issue of this newspaper.” 

The paper is published by The 
Thomson Company of Canada 
Ltd., Strand, London, and printed 
by Bournemouth Times Ltd 
Nearly all the advertisements in 


the 16-page first issue were for 
Canadian enterprises 


* ” * 


Games and Toys and Picture Post 
have arranged a tie-up to boost the 
British toy industry during the peak 
selling period at Christmas. 

This year Picture Post's Christmas 
toy catalogue will be published on 
November 21. Advertisers who take 
space in it will get an equivalent 
space free of charge in Games and 
Toys. 

One-sixteenth of a page in Picture 
Post will be classed as the equivalent 
of a quarter page in Games and 
Toys. A whole page in the maga- 
zine supplement will enable the ad 
verliser to take four pages free of 
charge in Games and Toys. 

The offer is described as “th 
biggest and most important merchan- 
dising tie-up ever made between a 
national magazine and the toy 
trade press.” 

The Picture Post supplement will 
carry the slogan “Choose British 
toys this Christmas.” It will be sup- 
ported by special displays in lead 
ing stores and showrooms all over 
the country. 

The Games and Toys supplement 
will be published in the October 
issue. It will be printed in two 
colours and bound into the middle 
of the journal, 


¥ * * 

The 4,000th number of Truth 
will be published to-morrow (Fti- 
day). The special issue will carry 
messages of congratulation from 
leading industrialists and politicians. 


She beauty 


of it is... 


by letterpress or lithography, 


by day and by night, 


by planned production. . 


.. FAC. can print it for you, 
quickly and very well 


FOSH & CROSS LTD 


BLOCKMAKERS, BINDERS, MOUNTERS & EMBOSSERS 
For booklets, folders, maps, posters, painting books, 


broadsheets, cutouts, 


catalogues, periodicals 


80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 1731 (10 lines) 


Telegrams ‘Printrade’ London 
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Trevor Henley, editor, presents Jack 
Hawkins with the first “Tit-Bits’’ 
Film of the Month Coronation award 


* * * 


New periodical 


for fishermen 


Ihe East Midland Allied Press 
Ltd. have formed a subsidiary com- 
pany to be responsible for the pro- 
duction of a new periodical to be 
known as the Angling Times. The 
first issue will appear on July 10, 
priced 4d. 

Bernard Venables well-known 
angling writer and artist, will be 
editorial director and Colin Willock. 
formerly of Picture Post, will be 
editor. Ken Sutton will be in charge 
of circulation and promotion, and 
W. H. Lumby advertisement man- 
ager. 

The Fast Midland Allied Press 
Ltd. will print and handle the publi- 
cation from their Peterborough 
plant. It will be a 12-page folio 
giving a nation-wide coverage of all 
angling matters, including sea 
angling, river and club _ reports, 
with features and illustrations. 


Provincial press 


Titled “Buy Lines,” a new illus- 
trated women's page feature in the 
Manchester Evening Chronicle takes 
readers on a tour of the city’s stores 
and shops every Friday night. 

* “ x 


A 20-page Coronation Souvenir 
supplement to last Friday's North- 
umberland Gazette, with many pic- 
tures of Royalty and historical 
articles, was strongly supported by 
local advertisers. An illustrated 
historical strip is to be continued in 
the next Souvenir on June §. 

¥ ¥ ¥ 

On four consecutive days the 
Yorkshire Observer has published 
composite feature pages. Strong 
advertising support flanked editorial 
articles on cosmetics, the opening 
of new premises for the Scottish 
Wool Growers Ltd., in Bradford, 
cycling, and milk 

* ¥ * 


This week the Dunfermline Press 
carries 54 columns of advertise- 
ments in a 12-page eight column 
newspaper—a post-war record. Some 
185 inches were taken bv national 
newspapers, including, for the 
second weck running, a half-page 
for The Daily Record. The Press 
has also reached its highest-ever 
circulation which is just on the 
21,800 mark. 

¥ om ‘ 

An cight-page supplement to 
mark the 150th anniversary of the 
Southampton Harbour Board was 
published by the Southern Daily 
Echo last week. It included a 
message from the Minister of 
Transport (Mr. A. Lennox-Bovyd) 
and articles on the history and 
future of Southampton harbour 
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We Hear 


London members of the Display 
Producers and Screen Printers Asso- 
ciation are to entertain provincial 
members to a Coronation lunch and 
a coach tour to view the decora- 
tions in London on Wednesday, 
June 10. 

* * * 

Commencing this week Pan 
American World Airways will be 
presenting a copy of the London 
Weekly Diary of Social Events to 
all passengers arriving at London 
Airport. 

* * 

A representative of the David 
Preston Design Group Ltd. arrives 
in Toronto this week to open a 
Canadian branch office. 

+” * * 

Pinschewer Films Ltd. received a 
special commendation at the Milan 
Film Festival for their 200 foot 
short, “Précision,” which they made 
for Longines watches. 


Airborne ad. 


teeta 
A silhouette slogan “Plants need 
Plantoids” will be towed by. air- 
plane over Chelsea to link up with 
the publicity for Graham Farish 
makers of these fertilising tablets. 
who are exhibiting at the Chelsea 
Flower Show 
: * * 
During Tie Week (June 13-20) 
special “tie events’ will be staged 
at Mecca dance halls and Dance 
News Weekly will carry editorial 
items about favourite tics and Tie 
Week. 
% ¥ ¥ 
The public speaking section, Pub- 
licity Club of London, in a debate 
with the public speaking class, City 
Literary Institute, this (Thursday) 
evening, are opposing the motion 
“That this nation is coming too 
much under American influence.” 
Leading for the Club is B. Tozer 
seconded by H. J. Hewson. 


For better business 


“Advertise for better business. 
better living!” is the theme of the 
49th convention of the Advertising 
Federation of America next month 

, “% ¥ 

A feature of the commerce and 
industries exhibition at India House 
during the Coronation will be a dis- 
play of photographs taken during 
their 11,000 miles tour of the 
Dominion by a Rooster Publicity 
Ltd. photographic unit 

* * 


The secretary of the National 
Grocers’ Federation, W. Herman 
Kent, speaking at Huntingdon, said 
that if grocers really got together 
they could ston the free gift schemes 
within a month 

¥ * 

“Clean up with this sensational 
week's entertainment” is the slogan 
on a booklet of perfumed soap 
leaves issued by Columbia Pictures 
{Oo promote two films about Al 
Jolson. 


S POCO Cee ereresececcesreseeeeeeeeeeeeese 


ADVERTISING 
DIARY 


Tuestay, May 26. 
Poaticiry Crur oF LONDON. Visit 

to Kodak Ltd.) Wealdstone. 2 p.m 
Thursday, May 28. 

WoMEN'S ADVERTISING CLUR OF 
Lonpon. Coronation dinner. Savoy 
Hotel 

Hurt Pusueity Crum, Core 
ration dinner and ball. New York 
Ballroom 

Society OF TypocrapHic De- 
SIGNERS. Annual meeting, Monotype 
Corporation, Fetter Lane, E.C.4 
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Stuarts do good advertising— 


are responsible for many lively 


successful campaigns 


Come and see how we work 


Telephone Mayfair 92565 


and ask for the Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON WI 


among our clients: ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 


LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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Test scheme for new Quaker cereal 


Dunhill in the 
West 


Distribution of Dunhill cigarettes 
(as predicted in “To-morrow’s 
Topics," March 26) has been ex 
tended to the West of England. The 
cigarettes are also now on sale in 
the Birmingham area 

Mainly cight inch d.c. spaces are 
being used in local newspapers in 
those areas. The advertisements are 
virtually unchanged from those used 
to launch the brand in London and 
the Home Counties last autumn 

Masius & Fergusson Ltd. are the 
agents. 


Two new sun-tan 
preparations 


Two new surf-tan preparations 
are being launched by Herts 
Pharmaceuticals Lid., makers of 
Nivea Creme. 

One is Sunspray, an anti-burn 
filter oil which will be marketed in 
an acrospray container retailing at 
13s. The other is Suncaps sun-tan oil 
capsules selling at 4s. 2d. for a car- 
ton of six. 

James M. Greenwood Advertis- 
ing Ltd., who handle the advertis- 
ing for Nivea products, are book- 
ing space in women’s magazines 
and national newspapers. 


Quaker Oats Ltd, are testing a 
new breakfast cereal, Wheat 
Munchies, in several towns 
throughout the country, The 
towns include Exeter and 
Southampton. 

Space has been taken in local 
newspapers in all the areas. The 
copy stresses that the new breakfast 
cereal is made from wheat. One of 
the copy lines is “Join the Wheat- 
eaters and cat and enjoy Quaker 
Wheat Munchies.” The ad. is illus- 
trated with a group of housewives 
“flocking to buy Wheat Munchies.” 

In Exeter a sample mailing scheme 
is being operated in addition to the 
local press advertising. Erwin Wasey 
& Co., Ltd., are handling the cam- 
paign. 

Plans are being made to launch 
the new cereal on a national scale 
and heavy advertising is anticipated. 


Half-pages for 
biscuits 


To announce the return of Glen- 
garry shortcake biscuits, Mac- 
donald’s of Glasgow have booked 
large spaces in London evening and 
provincial newspapers. They include 
half-pages and I1-in. triple column 
spaces. 

Smaller ads. will follow but the 
campaign will again use large 
spaces in July. Colman, Prentis & 
Varley Ltd. are the agents. 


YOUNG & RUBICAM LTD. 


HYDE PARK 6757 


need another inspired and experienced 
Art Director or potential Art Director. 
Please telephone Bill Harrison, 


mer och 


Watney extend 
to Midlands 


Watney Combe Reid & Co., Ltd., 
have extended their distribution area 
to introduce their brown ale and 
Hammerton Oatmeal Stout to 
Rugby, Coventry and Nuneaton. 

Extensive advertising has started 
in newspapers covering those areas. 
The scheme includes several half- 
page spaces. Posters are also being 
used. 

The Hammerton advertisements 
use the “two headed” figure—in this 
case Terry-Thomas — which _ has 
been a feature of the Hammerton 
advertising for some time. 

Foote, Cone & Belding Ltd. arc 
the agents. 


Turf intelligence 
via Luxembourg 


For the first time since before the 
war a horse racing intelligence ser- 
vice is to be featured in a Radio 
Luxembourg programme. The spon- 
sors are Frank Richards Enterprises, 
newcomers to radio advertising. 

It has been stipulated, however, 
that only advice on form may be 
given and actual reference to tipping 
and backing are forbidden. 

The weekly 15-minute programme, 
“Calling All Sportsmen,” starts 
next Tuesday evening at 10 o'clock. 
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Ads. with a twist 


National Benzole are booking 
whole pages in weekly magazines 
to print their advertisements side- 
ways. The scheme started this 
week and the schedule covers 
“Everybody's,” “Illustrated.” “Pic- 
ture Post,” “Sport & Country,” and 
“Punch.” London Press Exchange 
Ltd. are the ageis. 


. 
Royds go racing 

G. §8. Royds Ltd. have taken 
over the advertising for Romac 
Industries Ltd., makers of motor- 
ing accessories. First job is the 
handling of the advertising for 
Cure-C-Cure, a new inner tube re- 
pair product. 

A campaign for this development 
has been booked in the motoring 
and trade press. 

To introduce Cure-C-Cure Royds 
took a party of press men to Silver- 
stone. Damaged rear tubes were 
repaired with the new product 
and fitted to the cars of racing 
motorists Roy Salvadori and Tony 
Crook. Both did ten laps of the 
track and then stated that the 
tyres were still in perfect condition. 

A 16 mm. film of the event was 
taken for use at sales conferences 
and similar gatherings. 


e AT 
ACCOUNTS MOVING: 


NEW ACCOUNTS: 


press) 


NEW CAMPAIGNS: 


Roe Advertising Ltd 


A GLANCE e 


Briikie Ltd., dresses, to John Benington Ltd. (autumn cam- 
paign in women’s magazines); Romac Industries Ltd. to G. S. 
Royds Ltd. (motoring and trade press); George Kent Ltd., 
meter manufacturers, to Taylor Advertising Ltd. (trade and 
technical journals); Seram Products Ltd. and Ozonol Labora- 
tories (1930) Ltd. to S. C. Peacock Ltd. (London); The Wayne 
Kerr Laboratories Ltd., makers of specialised electronic equip- 
ment, to Grant Advertising Ltd. (full pages in technical press 
starting August); Aidas Electric Ltd., makers of Sadia Electric 
heating and Aidas insulated storage tanks, for Pictorial Publicity 
Co., Ltd. (electrical, architectural and trade journals). 


Fry & Co., makers of Fryco soft drinks, for A. R. Thompson 
& Partners (Hove) in conjunction with John Benington Ltd. 
trade press, leaflets and brochures); Glen Mills (Colne) Ltd. for 
Pictorial Publicity Co., Ltd. (trade press); Dart Cash Carrier 
Co., Ltd. for Bemrose Publicity Co., Ltd. (Derby); H. N. 
Electrical Supplies Ltd. for Rathbone Publicity Ltd. (technical 


Wrigley’s chewing gum (Grant Advertising Lid.) children’s 
media; Sunspray and Suncaps, sun tan preparations (James M. 
Greenwood Advertising Ltd.) women’s magazines and national! 
newspapers; Cheshire trench digger (Scott-Turner & Associates 
Ltd.) civil engineering and agricultural press; Aer Lingus (Foote, 
Cone & Belding Ltd.) national press, posters and display 
material; C.O.1, Recruitment of Teachers scheme (John Haddon 
& Co. Ltd.) Daily Telegraph, national weekly magazines and 
women’s journals; Calor Gas (Grant Advertising Ltd.) pro- 
vincial press; London Pride Ltd. (Dudicey Turner & Vincent 
Ltd.) Vogue, Sunday Express and Evening Standard; Fray 
Bentos meat and fish paste (G. Street & Co. Ltd.) London even- 
ings, national and provincial press; National Benzole (London 
Press Exchange Ltd.) full pages in weekly magazines; Catalin 
Ltd. (Crossley & Co., Ltd.) technical publications from June to 
November: Glengarry biscuits (Colman, Prentis & Varley Ltd.) 
London evening and provincial 
(W. S. Crawford Ltd.) architectural journals; Qik paint (F. John 
(Manchester), women’s magazines; 
Watney Combe Reid & Co.. Ltd, (Foote, Cone & Belding Ltd.) 
large spaces in Coventry, Rugby and Nuneaton newspapers. 


PUBLIC RELATIONS ACCOUNT: 


Carroll Levis for Howards Press Advertising . 


newspapers: Carlite plaster 
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RICKET prospect Stanley Ilsley 

_, is joining the Lord’s’ ground 
‘staff. “A future great player,” 
says his coach—-typical of all 
ambitious youngsters on the thres- 
hold of successful careers. B.O.P. is 
read by most of these prominent 
men-to-be-—-men whose ability will 
earn them increased buying power. 
Advertisers cannot afford to neglect 
B.O.P.; and the wise ones never do. 


Fay Gu 


PAPER 


Advertisement Manager: George H. Phipps 
LUTTERW ORTH PERIODICALS, LTD., 
4 Bouverie Street, London, E.C.4 
Phone: CENTRAL 1732-3 
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ADVERTISER'S WPEKLY 


...or stands 
on its own 


THE BROOK PROJEC- 
TOR will fit neatly into 
your exhibition or show- 
room plans, occupying only 
3 ft. x 2 ft. 9 ins. floor space 
It shows up to 40 minutes 
of sound film in daylight 
with automatic repeating, 
or push-button control. 
A brilliant, steady picture 
is obtained, with high 
quality sound reproduction. 
The equipment ts available 
on hire or for sale. 

Please write or ‘phone for 
further information. 


SOUND-SERVICES LIMITED 


269 KINGSTON ROAD LONDON 


swig TELEPHONE LIBERTY 4291 


An associate of the Film Producers Guild. 


$.16 


SCARBOROUGH 
and 
District Newspapers 
[SCARBOROUGH EVENING NEWS 
{SCARBOROUGH MERCURY 
BRIDLINGTON FREE PRESS 


A B.C. 44.6 i be 
Covers agricultural districts and 
holiday resorts of N.E. Yorks. 


NORMAN SMALE 
92 Fleet St., E.C.4. CENtral 8209 


LANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLborn 252! 


WOWCARDs 


eo rons . 


SILK IKSCREEN ARTS L'? 


97 SHIRLEY ROAD. CROYDON 
ADODISCOMBE 3141-8 


WIGMEST GRADE SPEEDY SERVICE 
CLEAN © SHARP EXPRESS 4 
CRAFTSMANSHIP DELIVERY 


SDA Y-OLO"? PRINTERS 


DOASPLAN 
S\XK SCREEN 


SSOCIATED 


RTCRAFTS tro 
PLEMDER PLACE, CAMDEN TOWM an: 
EUSreonw 1416-7 


Giants 


. Photographic enlargements tel! 
the story more effectively than words. 


| Ask for details. 


Autotype, Brownlow Rd, W.13. Ealing 269! 


AUTOTYPE- : Co course 


On the first tee at Walton Heath. 
left to right, A. H. Mclsaac, 
Desmond Flower, D. Ascoli, P. 


a Hf. 


Tilbury. 


May 21, 1953 


Watching K. S. Robinson drive off are 
E. T. M. Smalley, 
F 


H.1. Thompson, R.W. Kine 
Auld, J. L. Verrinder and 


NAGS SPRING MEETING 


Grand weather and a fine attend- 
ance combined to give the News- 
paper & Advertisers’ Golfing Society 
a successful spring meeting at 
Walton Heath on Wednesday last 
week. In the absence of the captain, 
L. W. Needham, the prizes werc 
given away by L. M. Masius, vice- 
captain. Results: Sir Emsley Carr 
Challenge Trophy : 
ham; runner-up: 
best scratch score: 
ham; best first nine: 
best second nine: H. E. J. Skinner. 

Golf Illustrated Challenge Cup: 
T. A. Wilkins; runner-up: D. E 
Hardy: best x. & 


scratch score: 


Advertising men at the West Essex Golf Club outing. 
H. M Isaac . 


right): H. R. Simmons, A 
captain), FE. H. 
A. H. Harris 
(club 


Roberts, C. W. 


secretary), C 


Davey, F. 


Newnes 


The spring meeting of the Newnes 
and Associated Companies Golfing 
Society was held at Royal Mid- 
Surrey Course. Webster Evans 
(editor, John O'London’s Weekly), 
and Stuart Mander (director, George 
Newnes Ltd.), tied in the morning 
medal with a net score of 72, 
Webster Evans winning the Clever- 
don Trophy with the best score for 
the last nine holes. 

J. W. Drawhbell, partnered by 
Keith Briant, won the Camm Chal- 
lenge Cup, | up on bogey. Runners- 
up were T. F. Millar and D. Macfie. 


Odhams 


At the annual! spring meeting of 
Odhams Press Golfing Society. at 
Walton Heath on Monday, R. Perks 
(Daily Herald advertisement depart- 
ment) won the captain's prize, with 
a score of 88 11 77. 


Hibbiu, H. 
Back row (left to right) 
Gough, F. E. 
“Mainly Personal,” 


Robinson; best first nine: J. Coope : 
best second nine: D. J. M. Low 
La coupe de lapins: L. E. Howard 
Foursomes: Advertising World 
Cup: H.H. Amos and D. E. Hardy : 
runners-up: K ». Robinson and 
J. H. Tilbury; best first nine: D. A 
Gwyer-Gibbs and D. J. M. Lowe: 
best second nine: W. L. Mayston 
and J. C. Reeve. Evening News 
Cup: A. R. Adams and D. W. 
Walton; runners-up: J. W. E. 
Blanch and D. Passmore; best first 
nine: A. R. Everett and H. D. 
Varley; best second nine: G. P. 
Jackson and J. B. Melhuish. 


Front row (left to 
Charles Webster (club 
Dawson-Salmon, 8S. Back, 
R. Jones, W. M. Howell, A. Jones 
Bell, L. P. Rubery (See 
page 394). 


J. Sime, 


Press 


This year the Press 
Society, captained by E. Douglas 
Caird, has won all its matches with 
the exception of a 5 games to 3 
defeat by Lucifers. They beat the 
Stage G.S. 74 to 6; Metropolitan 
Police G.S. 7} to 44; the Bar G.S. 
104 to 14; and Vaudeville G.S. 5 
to 2 (2 halved). 


Golfing 


. al 
‘Irish Farmer’s Journal’} 

The author of the article on 
Ireland’s trade and technical press, 
which appeared in our Ireland 
Supplement, writes to say that the 
Trish Farmer's Journal, which he 
mentioned in his article, is a weekly, 
price 4d., and has a circulation of 
approximately 10,000 per weck. 

Irish Farmer's Journal jis 
lished by Irish Farmer's 
Ltd. not by the 
Club. 


pub- 
Journal 
Young Farmers’ 
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‘CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, gs tee ga*- per oe pane: 
APPOINTMENTS WANTED. 3s. per line, per y panel inch. Ali ‘ 

classifications, 4s. ver lime, 45s. per display panel inch. Minimum, 3 lines. B: ’ ADVERTISING 
* charge, one ‘line plu: 9d. covering postage, etc. Series rates on applicatic , 

McCann-Erickson advertisements under seven insertions MUST BE PREPAID. Address “Adve: MANAGER 


Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). eceiah 
require a equired y cading Textic 


APPOINTMENTS VACANT . BS. chempane 
JUNIOR = 


i mn wids respornsit ty 
Situations Vacant: “The engagement of persons answering these advertisements mui nd ‘ the advertising, pack 
be made through a Local Office of the Mivistry of Labour or a Scheduled Emploi. 0: as 
P RAPHER Agency @ the applicant is a man aged 18-64 inclusive or a woman aged 18-59 boclysiy¢ 
unless be or she, or the empluyment, is excepted from the provisions of tic 
Notification of Vacancies Order 1952." 


He must be at present practis- 
ing typography, preferably in sation om 
an Agency. The position pro- salary required to 
vides interesting and varied SUNBEAM WOLSEY LIMITED, 
work-—both print and press MILLFIELD, CORK, IRELAND. % 
on National accounts and a 


en ence and 


PRODUCTION MANAGER for London 


great opportunily to gain Advertiin Agency Wide exper ence 
typographical experience. 00 Ol dt ve; mecuracy and x ledge of pf mt 

ta ’ evsenta aim sary am 
Applicants should be really permanent able 


interested in type and have 
practical copyfitting experience. 


ee ee eee | too old at 36 | VISUALISER 


pos ava 
Box 4041 Ad) Weekly 180 Fleet St BC4 


THE GENERAL MANAGER _ | | Vacancy occurs, Central Lond 
McCann-Erickson We want four young advertising people ae RRP a ani 
poner who can think clearly. offering ample scope for visual- 


Brettenham House, Lancaster iser, age 25-35, in the design of 


TWO COPYWRITERS — a man of about 30 
Place, W.C.2 


and a woman who admits to 25 all forms of printed advertising 
Journalists, P.R.O’s., and so forth, need not material. (No Press.) Versatility 


SILK SCREEN PRINTERS require keen apply. Successful barrow boys and star and ability to produce quick 
oO le the Londo adve »>me , » | 
sues aan a eee, eee salesgirls who can write advertisements will be clean layouts and mark-ups are 
prospects fo an energetic worker 


RELIANCI ART SERVICE. 14 Wen interviewed with pleasure. essential qualifications. Good 
dell Road W.12 


RETOU oun required tip-top man TWO VISUALISER-DESIGNERS — a man and | | working conditions and welfare 
yh r have thorough 
© y , ¢ J i] © = > 
of > tk tech ; a woman with those two rare assets schemes. Write fully: age, 
cls wasr ar wir . e ° 
¢ important than age. Stat an instinct for advertising, and 
equired 


19 Ad. Weekly 180 Fleet St BC4 the ability to draw. 


experience and salary required 


Box 4711 
Write — don't phone Advertiser's Weekly 186 Fleet 81 EC4 


TWO FIRST CLASS Te ; 
The Creative Director EXECUTIVE. ng res 
LETTERI NG Clifford Bloxham and Partners Limited h . ding | naiition Stand ! Ww 
Lion House, Red Lion St., Holborn, W.C.1 met ‘od prospect 


na man 


RTISTS nthe na experience and salary 
A ur to 


Box 4682 Ad Weekly 180 Fice: St BC4 


RE UIRED BY a ane ee AND ,; SILDIO MANAGER / VISL ALIS 2 
, ‘ required by pro- EXPERIENCED ARTIST re v 
Q _ gressive studio. Write giving full details Mayfair Advertising Axe nm bs 


Bi G27ad° weeaty 100 Fle: se B04 | Kors RE Week ree si ice || GEORGE GODMAN LTD 


HAWKE STUDIOS LTD. - 9 MOTCOMB STREET, S.W.! 
22 CHENIES STREET, W.C.1 SLOane 9924 


IMMEDIATELY Bl R M l N G b4 A M We are open to engage or 


represent artists in the following 
e 


and the categories. 
HOLIDAYS WITH PAY REALISTIC FIGURE 


CAN BE ARRANGED. | M | D LA N DS STILL LIFE 


GOOD SALARY TO SCRAPERBOARD 
REALLY GOOD ARTISTS ihe MUNICIPAL JOURNAL Ltd. require an addi- LETTERING 

e tional advertisement space representative for their RETOUCHING 
Midlands staff. Must be resident in or near Birming 


Apply with specimens to Norman 
Bannister, Studio Director, | | ham. Should be experienced in dealing with engineer 
or "phone Museum 1181 ng, building, architectural and similar advertising 
oiiae for appointment. Chance callers 


Only the very best work will be 
considered. Write or telephone 


will not be welcome. 


TECHNICAL ARTIST for firm in Write in confidence, with full details, to the General 
London, N.W.10. required to prepare : . - : 
line ilustrations from engineering | Manager, The Municipal Journal Ltd., 3 ¢ lements LONDON ne PRESENT ATIVE required 
drawings Experience in photographic larwe 1) Printing House 
retouching an advantage but not Inn, London, Ww 2. S alists in Posters and 
Possibilities of ad — ey is Full details of experience 
colour illustrating App! cor 

Weekly 180 Fleet st EC4 


— ’ chy 180 Pieet St BC4 


*Phone your Classifieds to CHA 8841 (I-x 25) 
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‘CLASSIFIED ADVERTISEMENTS | 
| 


Situations Vacant: “‘The engagement of persons answering these advertisements must 
| be made through a Locat Office of the Ministry of Labour or a Scheduled Employment 


ARMSTRONG 


; Agency if the appticant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
| unless be of she, or the employment, is excepted from the provisions of the 
— | Notification of Vacancies Order 1952."" 


LTD 
require :— 


@ A competent 
PRODUCTION MAN 
P about 25-30 years of age. | | 


@ A creative VISUALISER | | 
with knowledge of typo- | | 
graphy. 


by wider representation and enjoy a 


enclosing six specimens 


@ An accomplished general 
COPYWRITER able also 
to deal with Technica! 
Accounts. | information will be given and required 


and abroad. 


All must have 
experience. 


had Agency 


Representatives 


Considerable importance is being 
people to represent the Group as it 


Write or 
Secretary for 


telephone to 
appointment: 


69, New Oxford Street, W.C.1. 
TEMple Bar 6351. 


will arise 


Three vacancies exist, the minimu 


NATIONAL ADVERTISER in tast 
London (near Stratford Broadway), re 
quires Assistant for Advertising Depart 
ment. Must be free of National Service 
commitments, be able to prepare lay 
outs, rough sketches, ec Opportunity 
for young man 22-27 years. Staff pen 
sion scheme, canteen. Write reference 
YMD, Box N. 816. Willings, 362, 
Grays Inn Road, London, WC1 


why they would like the job and what 


Applications on both counts will be 


Artists, Designers, Photographers 


THE DAVID PRESTON DESIGN GROUP LTD. 
is undergoing reorganisation followed by expansion 


All freelance artists, designers and photographers able to show 
Specimens of an extremely high standard, who feel they would benefit 


are invited to write giving brief particulars of present activities and 

Intending applicants will be interested to know that the Group 
is already represented in Canada and those joining the Group will 
be given an unprecedented amount of publicity in this country 


Successful applicants will be invited to an interview where further 


| To enable those then wishing to join the Group to release themselves 
| from existing obligations, Agreements will date from August Ist 


automatically be eligible to fill the opportunities for promotion which 


obvious to the type of person we want 


Those interested are invited to write to David Preston explaining briefly 


Appointments will date from August 3rd 


28 BERKELEY SQUARE, LONDON, w.l 


greater variety of opportunities 


placed upon appointing the right 
is hoped that those selected will 


m requirements for which will be 


qualities they could bring to it. 


treated in the strictest confidence 


Saward Baker & Co. 
require 


YOUNG 


MAN, aged 22-30 years, re- 
quired by large banking organisation 
to take charge of Publicity Perman- 
ent position with prospects (pension- 
able) Experience essential—preferably 
in advertising department of a Com- 
pany where applicant handled both 
layouts and copy Write giving full 


details including salary required, to 
Box AW. 304, c/o 191 Gresham 
House, E.C.2 

ARTIST required for advertising and 


technical illustration 
Martin-Baker Aircrait Co., Lid, 
Higher Denham, Nr. Uxbridge, Midd'e- 
sex Telephone: Denham 2214. 


week 


ANOTHER 
OUTSTANDING 


VISUALISER 


Must be a good advertising man as well 
as a first-class advertisement designer; 
young (preferred), versatile, and forward- 
looking; accustomed to work as member 
of a team and able to show fruits of 
experience on important national accounts 
in the leading Agency field. 

Holiday granted this year. 

Only if you feel you can measure up 
to stated requirements, please write giving 
details of experience, age, and salary 
required, to 


Newport Education Cor mittee 


The Newport Technical College 
Principal: F.W. R. Harrison, 
J.P., B.Sc.(Eng.) M.1.Mech. E., M.1.Mar.E. 


Required September 1953, or 
as soon as possible thereafter, 
Lecturer, salary scale £940— 
£1,040 per annum, in the School 
of Art, Newport Technical 
College. An Illustrator-designer, 
experienced in Practical Litho- 
graphy and Autographic printing 
processes is required with 
ability to co-ordinate the design 
courses for students taking the 
Ministry of Education Inter- 
mediate and National Diploma 
in Design Examinations. 

Forms of application and 
further particulars from Chief 
Education Officer, Civic Centre, 
Newport, Mon., to be returned 
within 14 days of this advertise- 
ment. 


The Managing Director, 
Saward, Baker & Co., Ltd., 
27 Chancery Lane, London, W.C.2. 


GENERAL ARTIST for London studio; | 


principally technical accounts. Retouch- 
ing, lettering, line drawings and dis- 
play material, ete Intelligence and 
ability ony criterion. Good salary and 
permanency for the right man 

Box 4637 Ad. Weckly 180 Fleet Si EC4 


May 21, 1953 


APPOINTMENTS VACANT 


PRODUCTION 
MANAGER 
WANTED 


Fully experienced produc- 
tion manager required for 
Mayfair Agency handling 
well-known national  ac- 
counts. Applicant must be 
able to provide evidence of 
wide and thorough tech- 
nical knowledge, as this job 
carries complete  respon- 
sibility for print and press 
production. Salary com- 
mensurate with experience. 
Box 4716 
Advertiser's Weekly 180 Fieet 81 EC4 


ADVERTISING MANAGER FOR MAIL 
This is a 


ORDER ORGANISATION. 
new position offering exceptional op- 
portunities in an established firm to the 
man with the right qualifications. The 
first essential is wide experience, pre- 
ferably in store advertising, plus a 
practical knowledge of seiling by mail 
order. Applicants should be under 45 
and prepared to live on the South 
Coast. The ability to assess and advise 
on public acceptance of lines in the 
clothing and furnishing ficid selected 
for mail order promotion is very neces- 
sary. Write fully in first instance giv- 
ing an indixation of salary expected to 
Box 4689 Ad. Weekly 180 Fleet St. EC4 


Sales iinet 


Opportunity 


This executive appointment in 
the Sales Promotion Depart- 
ment of one of the leading 
periodical and magazine pub- 
lishing houses represents a 
splendid opportunity for a 
man, preferably under 35, 
who has the ability to develop 
ideas that sell. 


He must have an impressive 
personality, good bearing 
and appearante and be able 
to liaise efficiently and com- 
patibly with editorial, cir- 
culation, and_ -production 
personnel. Previous experience 
in this field of periodical 
publicity, a constructive ap- 
preciation of copy and layout, 
and some knowledge of the 
provincial press though not 
essential, will be considered 
an advantage. Salary will be 
in accordance with qualifica- 
tions. 


Letters, giving full details of 

age, education, and previous 

experience, should be sent to: 
Box 4717 

Advertiser's Weekly 180 Fleet 8t EC4 


All applications will be treated 
in strict confidence. 


YOUNG ARTIST used to small badge 


and jewel sketches and lettering. 
Bring samples of work. Toye & Co, 
Ltd., 26 Red Lion Square, W.C.1. 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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May 2 


PPOINTMEN 


ARTISTS 


Are you worth more than you are 
getting? How much can you earn? 
A leading North-East Advertising 
Agency will pay top salaries for good 
finished work for Press, Posters and 
Display, in black and white and 
colour. Good sense of layout and 
clean virile clients’ roughs an advan- 
tage. Lettering artist also wanted; 
quick, slick worker, able supervise type 
display. Staff knows of these vacan- 
cies. Apply in confidence giving age, 
experience to Studio Manager, 


Box 4712 
Advertiser's Weekly 188 Fleet 6t EC4 


RETOUCHING ARTIST required. Ex- 
pericnced in Technical Subjects. 5 day 
week. Good opportunity for right man 
Cheeseman’s Art Service, 131 Fleet 
Street, E.C.4. CEN 4325 


PRODUCTION MAN 


required immediately for 
Advertising Agency which has 
a reputation for high standard 
work. The position is a respon- 
sible one, and experience of 
export advertising would be 
advantageous. 

Box 4707 
Advertiser's Weekly 180 Fleet St EC4@ 
Our own staff are aware of this 
advertisement. 


CLASSIFIED ADVERTISEMEN 


PPOINTMENTS VACANT im 


COPYWRITER 
WANTED 


The Robert Freeman Co. 
require a copywriter with 
not less than 3 years’ ex- 
Perience. A good oppor- 
tunity for a man with 
initiative, who can think 
clearly and express himself 
in good, simple English. 


Write, giving details of 
experience and salary ex- 
pected, to Copy Director, 
The Robert Freeman Co., 
Ltd., 22, Hill Street, W.1. 


CLERK to 
and entire 
technical 
Perienced and abie 
initiative. Write, stating age and wage 
required to W. Hopwood & Co., Ltd., 
67a Mosley Street, Manchester, 2 


of copy detail 

for group of 
Must be cx- 
to work on own 


take charge 
Production 
accounts 


WADHAM ARTISTS 


urgently required an 


ACE LETTERING MAN 


Apply 
146a QUEEN VICTORIA STREET, E.C4 
Telephone: CiTy 1144 


YOUNG LADY with artistic ability and 
expericnoe in jayout and lettering 
required for Display and Publicity 
Department in West End. Write 
stating age, experience and = salary 
expected, to 
Box 4718 Ad. Weckly 180 Ficet St EC4 


A PERSONAL ASSISTANT 
to Distribution Manager of pr gressive 
instrument manufacturers in London. 
Age 30-40, well educated Business 
experience and sound background sales 
research and promotion, prepara.ion 
literature, display and advertisements. 
Good prospects. Commencing salary 
£750 pa. Write Box A.W. 337, clo 

, Gresham House, E.C.2. 


PRINTING SALESMAN of 
required to market special 
duction in I and Provinces 
Sates will be ade at director ftevel 
and relate to new ficlds in Advertising 
Candidates must be able to prepare 
speculative roughs Generous payment 
by salary, commission and expenses 
Box 4703 Ad. Weekly 180 Fieet St EC4 


GENERAL 
ARTIST 


Required by studio of London 
Magazine Publishers Attractive 
opportunity for experienced artist 
in early 20's to join small team 
producing variety of feature and 
publicity material of quality. Good 
finished lettering and simple re- 
touching ability essential, but 
versatility is the keynote. (Holiday 
by arrangement.) Phone MUSeum 
9792 (Ext. 15) or write full details, 
age, salary, experience to 


Box 4710 
Advertiser's Weekly 180 Fleet 6t EC4 


high class, 
litho pro 


FIRST-CLASS 


also go 


LETTERING ARTIST: 
artist Studio Manager re- 
quired Five day week. Paid holidays 
starting this year 
Box 4704 Ad. Weekly 180 Ficet St BC4 


’Phone your Classifieds to CHA 8814 


TOP FLIGHT 
STILL LIFE ARTIST 


REQUIRED IMMEDIATELY BY 
LIVERPOOL STUDIO 


Must be able 
to produce work of the highest 
quality in line, tone and 
colour. Only experienced 
artists need apply. Write in 
first’ instance, stating age, 
experience and salary re- 
quired. Excellent working 
conditions and bonus scheme. 


STUDIO SEFTON 


21 LEIGH STREET 
LIVERPOOL : I 


LONDON ADVERTISING DISPLAY 
and Packaging Co. require Account 
Executive. Able to open accounts and 
deal with National Advertisers at top 
level Knowledge of Lithography an 
advantage, but personality, ideas and 
drive imperative Salary. commission 
with excellent prospects. Similar open- 
ings in North of England 

Box 4696 Ad. Weekly 180 Pleet St BC4 


TWO FIRST CLASS 
RETOUCHING 
ARTISTS 


required by The Fleet Illus- 
trating Service Ltd, 10, 
Argy!! Street, London, W.1. 
Holidays with pay this year 
can be arranged. Top rates 
of puy. First class artists 
only need apply. Contact: 
R. WD. Bradford, Studio 
Director (GER. 7335). 


PHOTOGRAPHER $ required in lon 
office of Alfred Bates A So i 
for line and continuous Tone ¢ x 
Processing and Enlarging K 
of Grant Projector an advantag 
Studio Manager. 130 Ficet Stre 

PROSPECTS and interest are of 
Production Clerks in the 
twenties Some 
Box 4720 Ad 


experience n 
Weekly 180 Fleet 


Top rank Agency require 
another 


ACCOUNTS 
EXECUTIVE 


This appointment calls for 
fledged Agency man. Age 
around 30 years. Tactful, 
resourceful, ambitious 
Must have gone past his 
apprenticeship and reach- 
ed the stage when he is 
ready to move from 2nd- 
line handling to full 
national account control. 

All details and salary 
required to: 


Box 4650 
Advertiser's Weekly 180 Fleet 6 EC4 


ACCOUNTS (1 
years) by 
wages, day 
med in CO 
Write 
experience, 


COSTING 
required 
organisation. Top 
Must by exper 
jobs, invoicing 
fidence stating 
required, to 
Box 4721 Ad. Weekly 180 Ficet St bC4 

T GOOD JUNIOR GENERAL 
ARTISTS required. Write or phone 
KNightsbridgc 1987 Vale 
Lid., 3. Harrington Road, 
Kensington, S.W.7 

AN INTERESTING OPPORTUNITY 
exists in a West End Ad tising 
Agency for a man in his car nities 
Expericnce is not essential 
Box 4719 Ad. Weekly 180 Fi 


AND 


(25-34 


tKh 


ete 


1st C4 


shed 


Pro 


Required by well-estab 
Dutch Syndication and 
duction Studio 


EXPERIENCED ALL 
ROUND CARTOONISI 
For Strips 


willing to. settle down 
Holland. Excellent pr 

for a man with talent, e. 
ence and ability, Write « 

ing some specimens of i 
work and stating full details 
and salary required to 

Box 4688 
Advertiser's Weekly 180 Fleet 5: £04 


ADVERTISER'S WEEKLY 


1S EMER 


PRINT EXECUTIVE 


seeks position with growing adver- 
tising agency or firm where admin- 
istrative ability, a wide practical 
knowledge of high grade print 
production and a flair for typo- 
graphical layout can be profitably 
utilised 

In addition a live enterprising mind, 
personality and accustomed to sales 
and contacts. Aged 35. Mobile 


Box 465! 
Advertiser's Weekly 186 Fleet 6t ECG 


for woman) m 
experience in layout and 
quired D.A.A. studen: pref 
Box 4691 Weekiy 180 Fic 


YOUNG MAN 


Ad 


ACCOMMODATION 


DESK SPACE in (large stud 
free-lance artsts in West I 
phone, services, some work 
Rent w per week ri 4 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS. Priv 
taries, Clerks, etc. If you are 
need of staff, contact Embas 
Excel House, Whitcombe Sue 
(WHltehall $924) We sp 
efficient personne! 

PRODUCTION MANAGER ( 
capabie of setting up new 
Experien 1‘ years, sig 
exhibition London area 
Box 4722 Ad. Weekly 180 I 


STUDENT. Virile mind, able tw visualise; 
knowledge layout; keen copywriter 
wishes to join Agency to develop strong 
creative potentia!. Salary unimportant 
Box 4341 Ad. Weekly 180 Fieet St BC4 


§ EX-ADVERTISING MANAGER 


Would undertake part-time work 
inspecting, supervising, etc Poster 
sites in South Wales. Wide experience 
and would consider any similar task 
Age 40. Well known. Good address 
Own car. 
Box 4713 

Advertiser's Weekly 180 Fleet 61 EC4 


REPRESENTATIVE in 
Dost il years” 
(production and 
publish magazines 
music ek Used 
bx. RN 
Box 4715 Ad 


Glasgow secks 
experience printing 
sales), can edit and 
Know edge French, 
to good living 


Weekly 180 Fleet St BC4 


ADVERTISING 
MANAGER 


M.LAMA. 


seeks change offering 


greater scope for abilities 

Journalist, Ex-editor, 

Photographer. Age 43. 

Exceptional _ all-round 

knowledge of Printing. 

Direct Mail - Layouts 
Ideas 


Box W. 397 
JOHN HADDON &@ CO. LTD. 
Salisbury Square, Fleet St. E.C4 


BUSINESS OPPORTUNITIES 


SILK SCREEN PRINTERS 
LONDON 
require agents in Provincial 
areas on liberal commission 
basis Every support given 
Box 4714 
Advertiser's Weekly 180 Fieet St EC4 


PRINTERS . 


OFFSET LITHO 
quality work at 
Broadsheets, 


PRINTING. 

compculive§ prices 
Brochures, Labels, Show- 
cards, cle The West Yorkshire Print- 
ing Co., Ltd. George Street, Wakeficid 
Telephone 3438/9. London Agent: H 
Ridgeway, 148 Strand. Temple Bar 8103 


Highest 


A SERVICE 

1O AGENTS AND THE 
by Wm. Carling & Co 
Periodical, colour and general print 
ing by @ modern plant producing 
RST CLASS WORK 
London Office Executives are at 

your service 
27 Abbey House, Victoria St., S.W.1 

Phone ABBey 1609 


TRADE 
Lid., Hitchin 


(our 


(Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 


Weekly 


Tuurspay, May 21, 1953 


S. a copy 
52/6 a year 


Le free 


55/- (overseas) 


“. .. one of our more 


* 


reliable papers... 


The Chancellor of the Exchequer, Mr. R. 


A. Butler, told his constituents at a week-end 


garden party at Ugley, Essex : 


“The News Chronicle is one of our more 


reliable papers. When you look at the Gallup Polls 


in the News Chronicle on Monday mornings, as 


I do, you will see the true picture of how the Govern- 


ment stands with the country today. The Sunderland 


by-election seems to confirm recent findings of the 


Gallup Poll... These accurate forecasts leave no 


doubt that we 


are on top.” 


—MR. R. A. 


NEWS 


BUTLER’S TRIBUTE TO THE 


CHRONICLE 


STOP PRESS 


DRUGS PRICE 
PROBE 


Promise of Health Minister to 

rid of those firms which 
batten on the health service” wel- 
comed by Association of British 
Pharmaceutical Industry who say: 
“Our members’ prices are highly 
competitive. We are confident our 
costs are reasonable.” 

Within next few weeks doctors 
will receive official list of proprie- 
tary medicines they can still pres- 
cribe. Minister hopes to eliminate 
most of the “especially expensive” 
products which he said, were 
merely standard drugs “in pretty 
packages.” 


Godfrey P. Hudson, sales and 
publicity manager of Nahums 
Fabrics Ltd., Cumberland Street, 
Manchester, elected chairman of 
Manchester branch Incorporated 
Sales Managers’ Association. 


o 


On retirement of J. H. Jackson, 
advertising manager, Religious 
Education Press Utd. have 
appointed J. E. Barty to handle 
advertising for “Concise Guides,” 
“Methodist Notes,” and “Baptist 
Guides.” 


A hundred window displays for 
Aer Lingus (Irish Air Lines) are to 
be circulated among travel agents 
throughout Britain. They will sup- 
pot Aer Lingus press campaign. 


Clifford Humphreys, formerly 
with “Shipbuilding and Shipping 
Record,” Glasgow, has been ap- 
pointed advertisement manager of 
“Ship and Boat Builder,” and “Ship 
and Boat Builder Annual Review.” 

Wilson C. Barrett, managing 
director, Scientific Publicity Ltd 
died suddenly, aged 54. 


Colm E. Kenny died in Dublin 
at age of 27. Executive of Kenny’s 
Advertising Agency, of which his 
father was founder. 


Frank E. Sewell, general man- 
ager, General Advertising Co. of 
London Ltd., died suddenly on 
Sunday. 

Dudley Turner & Vincent Ltd. 
relinquishing account of Lombard 
Banking Ltd., with effect May 31. 


Godfrey Phillips reintroducing 
pre-war sized pack of 15 Minor 
cigarettes. Campaign in nationals, 
provincials and magazines. Agents: 
London Press Exchange. 
Tollemache’s Breweries Ltd. 
launching a brown ale blended 
with Tolly Royal—an extra strong 
ale. Large spaces booked in East 
Anglia press. Campaign placed 


May 21, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, 


direct. 


Published by the Proprietors, "BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4. Bo > pee 8844.) 
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